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Rough Proofs 


Prosperity is back. Wilson & reg 
has just declared an extra dividend 

a tin of deviled ham to every 
stockholder. 


vy 


If the big corporations have 
cided to send samples of their prod. 
ucts to stockholders, now is a mig 
good time to buy a few shares of oad 
eral Motors. 


a a 


The tired stockholder who has been 
hanging on since 1932 waiting for a 
cash dividend would probably appre- 
ciate receiving even a small sample. 


vgs 


With Babe Meigs back on a news- 
paper publishing job, W.R.H. seems 
to be sure of at least one all-Ameri- 
can. . 


= ©! 


With all those marathon golf rec- 
ords being rolled up, not a single ball 
was advertised as having gone all the 
way. 
to be that good. 
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Rubber manufacturers can build 
20,000 miles into their automobile 


URGE STRONGER 
— PROMOTION OF 


FROSTED FOODS 
| 


urgent | 


Distributors See Need for 
| More Outlets 


Cleveland, Aug. 19.—The 
|need of a Frosted Foods Institute to 
sponsor a campaign of public educa- | 
tion, multiply retail outlets for frozen | 
foods and weld together the interests 
of packers, distributors and equip- 
ment men stood out today as 


utors Association. 

Q. Sherman, head of the New 
York company of that name, presid- | 
ing as chairman of a special frosted 
foods clinic, revealed that a recent 
survey among 551 dealers in 19 cities 
showed that consumers who were 
acquainted with the frosted food 
story came back regularly for repeat 
|purchases. He pointed out, however 


nets 
| The survey showed that dealers 
Hews exhibit frozen foods in open dis- 


play cases sell four to one over those | the 


|who conceal their wares. 


the | 
highlight of the eleventh annual con- 
vention of the National Food Distrib- | 


No manufacturer is ambitious | that too many dealers are keeping the of automobile plants and in the of- | 
| products out of sight in hidden cabi- |fices of agencies handling auto ac- 


Dealers | | Despite the fact that, aside from this 
tires, but their golf balls remain the | must be impressed with the absolute | week’s Chrysler preview, new models | Lincoln-Zephyr 


INITIAL ANNOUNCEMENT TO CONSUMERS 
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| This magazine spread will mark the debut of Cannon Mills’ new line of silk 
hosiery. (Story on Page 20.) 


Big Advertising . Splurge 
to Herald 1939 Car Models 


Detroit, Aug. 18.—Accelerated ac-|tal, against a year-long decline up to 
|tivity in the advertising departments | now of close to 50 per cent. 
The advertising story for the new 


cars, according to a survey made 
counts this week added zest to the ‘this week, will revolve primarily 
annual re-awakening of the nation’s|around design and riding comfort. 


automobile capital 


introduction of 


preparatory to 
1939 models. 


The cars to be introduced from next 
/month until show time will be dash- 
ingly different—-patterned after the 
and Graham-Paige 


same fragile playthings they have | necessity of employing open display | will not he bared to public gaze fer’. molds..which stole. the auto shows 


always been. 


, F 


A charm contest in which trips to 


Hollywood are the prizes is being 
promoted by Elmo. And, believe it 
or not, there’s a special prize for 


gray-haired charmers. 
a ee 


Advertising men are finally waking | 
up to the fact that in addition to 
beautiful young blondes, brunettes | 
and red-heads, there is plenty of ad- 
miration for more mature entice- 
ments. 
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A bureau of naval inspection broad- 
cast the warning, “Don’t 
boat.” Optimists were hopeful that 
other Washington bureaucrats were 
listening in. 


vgsfse iy? 


“While thousands suffer,” adver- 
tised Sharp & Dohme, “A. F. of L. 


pickets stop shipments of life-saving 
serums and drugs.” 

W4ll, there’s at least one atrocity 
that hasn’t been charged to the C1O 
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An advertising magazine 
and bothered because beer 
ing contains pictures of 
Strange to say, however, the women 
lon’t seem to mind it a bit. 


is all hot 
advertis- 
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Mary Pickford 
esS aS a 


\} 


is going into busi- 

cosmetics manufacturer. 

e probably decided that if 

‘ould get customers steamed 
r ice, they would reach fever 
the beauty field. 


she 
up 
heat 
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He may have lost the title, 
Herkimer Hurricane 


but the 
proved to the 
tisfaction of Homicide Henry that | 
was no gentle zephyr 


Cory CUR. 


rock the! 


(Cc. ontinue d¢ on Page 21) 


$55, 000 Effort 


to Stimulate 


Portland, Ore., Aug. 18.—An at- 
tempt to make the American 
housewife “pear-conscious” will be 
launched by the — pear indus- 


try of Oregon, Washington 


| 


| first of the year. 
| vertising is allocated on a basis pro- 
| portionate to 


* 
Pear A PP et 1 t e | the 1938 model year estimates show 


| were 


and | 


| California which has just approved | 


'a $55,000 budget for the purpose. 
Newspapers, radio, car cards, a 
special film, and point 


of purchase | 


,;spurt sprang up as the model year 


displays will be used to acquaint | 
jconsumers with the pears. that 
should be eaten in the fall, during 
the Christmas season and in the 
spring. 

As the several varieties of winter 


pears—Hardy, Bosc, Anjou, Comice, 
Winter Nelis and Easter reach their 
season of best conditioning, 
be taken from storage, 
fruit markets of the nation and there 
‘advertised as “fresh and ripe.” 
drive will be centered mainly around 
Philadelphia, Chicago, New 
/St. Louis. The campaign is being 
handled by the Izzard Company, 
Seattle and Portland agency. 


| DIRECTORY OF FEATU RES. 


women. | 


_Ad-libbing 12 


Basic Business Index 24 Wichita, Kan., Aug. 19.—-National Association of Broomcorn Manufac- 
turers today appointed Young & Rubicam, New York, to conduct a test | 

Coming Conventions a oe for the industry, one of the few untouched by government regu- 
lation. 

Earnings of Advertisers 22 —_ 

Editorials 12 Pyrex Price Reduction Keys Big Drive 

Getting Personal 20 Buffalo, Aug. 19-—Reductions ranging from 30 to 50 per cent in Corning 
Glass Works’ Pyrex ovenware line will be the theme of a special three- 

‘Information for Advertisers 12 month magazine campaign that will get under way Sept. 10. Batten, 

Barton, Durstine & Osborn, Inc., is the agency. 

Photographic Review of the 

| Week 27 


Rough Proofs | 
Voice of the Advertiser 


The | 


York and | 


at close to 90,000 cars and trucks 
they will | 
rushed to the! 


14° for its new line of cooking utensils. 


at least 30 days, advertising circles 
were confident that linage will reach 
‘its 1988 peak between now and the 


last year. 

The beauty of these new creations 
will be a front line of appeal, with 
| distinction, smartness and modernity 
In almost all cases automobile ad-| also looming up strongly in the copy. 
gross sales. During Shifts on High Level 

One of the most important second- 
ary features which copy will carry 
will be promotion of various steering 
column shifting devices, with which 
almost all cars will be equipped this 
year, either as a standard or optional 
feature. The presentation of such 
shifting mechanism has had a con- 
tinually growing favor since Hudson 
pioneered the road with its “electric 
hand” two years ago. The phe- 
nomenal success last year of the 
Pontiac mechanical linkage system, 
at an optional cost of only $10, 
marked the trend clearly, and virtu- 
ally all producers will be on the 
gear-off-the-floor bandwagon this 
year. 
| Indications today are that the 
prices on the new models will be 
| somewhat lower than on their prede- 
(Continued on 


that about 2.650.000 cars and trucks 
turned out, the poorest show- 
ing since 1934 and little more than 


half the 1937 total. 


Year’s End Lifts Hope 


However, a surprising buying 
began to wane. The first lift in sev- 
eral months came with July registra- 
tions and figures have been looming 
stronger almost daily. The factories 
expect this to continue and they are 
gearing their preliminary advertis- 
ing appropriations for a big splurge. 
One authoritative source this week 
estimated fourth quarter production 


a decline of little more than 15 per 


cent from the comparative 1937 to- Page 25) 


Last Minute News Flashes 


Brown Shoe Appoints Burnett for Men's Line 


St. Louis, Aug. 19.-Greatly expanded promotion of its men’s line was 
| indicated today as Brown Shoe Company appointed Leo Burnett Company, 
Chicago, to handle advertising of this division. 


Young & Rubicam in Test for Broomcorn Makers 


Erwin Wasey Gets Rome Account 


Rome, N. Y., Aug. 19—Rome Mfg. Company, division of Revere Copper 
and Brass, Inc., has appointed Erwin, Wasey & Co., New York, as agency 


NET AFFILIATES 


ASK BIGGER CUT 
OF RADIO DOLLAR 


Meet with Networks Monday; 
Rosenbaum Chairman 


(Picture on Page 27) 

Chicago, Aug. 16.— Independent 
radio stations affiliated with net- 
works formed a permanent organiza- 
tion today at the Stevens Hotel and 
adopted a strong platform demand- 
ing a voice in the formulation of 
network policies. They seek greater 
recompense for their services, and 
elimination of certain types of pro- 
grams which have provoked bitter 
criticism. 

The executive committee of the re- 
vived Independent Radio Network 
Affiliates will meet with representa- 
tives of the networks at the St. 
Regis Hotel, New York, Aug. 22, to 
begin negotiations for an agreement 
embracing these points. The affiliates 
expressed the hope that the confer- 
ences will enable the industry to 
present a united front to the forth- 
coming Federal Communications 
Commmission investigation of net- 
work broadcasting. 

With 150 of the total of 260 inde- 
pendent network affiliates represent- 
éd “in ‘person or by proxy, tne asso- 


ciation elected Samuel R. Rosen- 
baum, president of Station WFIL, 
Philadelphia, as chairman; Mark 


Ethridge, 
chairman, 
manager, 
urer. 


WHAS, 
and L. 
WCKY, 


Louisville, vice- 
B. Wilson, general 
Cincinnati, treas- 


New Executive Committee 


Negotiations with the networks 
will be conducted by an executive 
committee embracing the officers and 
seven members, as follows: Ed W. 
Craig, executive vice-president, WSM., 


Nashville; William J. Scripps, gen- 
eral manager, WWJ, Detroit: John 


(¢ ‘ontinued on Page 25) 


Fight Use of 
Branded Goods 


for Premiums 


New York, Aug. 18.—Lashing out 
at manufacturers who permit their 
| branded products to be offered as 


; | advertising premiums by other man- 


|ufacturers, the National Retail Dry 
Goods Association and a group of 
hosiery buyers today issued a strong 
protest against what they term a 
growing menace. 

Roused by the Woodbury soap of- 
| fer of three wrappers and 50 cents 
|for a pair of dollar Cannon stock- 
ings, and a similar offer to purchas- 
ers of G. Washington 
a pair of Admiration hose valued at 
$1.15, for 50 cents, the retailers de- 
|clared that this is a form of com- 
petition from which manufacturers 
|should protect them. 
| (News of Cannon Mills’ invasion 
‘of the branded hosiery field after 
many years of production for private 
|labels, will be found on Page 20). 

Representatives of retail stores at- 
tending a meeting called by NRDGA 
expressed the opinion that once na- 
tionally advertised brands are dis- 
tributed as premiums at a price far 
below the usual retail ievel, it be- 
|comes practically impossible to sell 
|}the same merchandise at the regu- 
| lar price. 
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ADVERTISING AGE 


August 22, 193g 


PRODUCERS OFF 
TO EARLY START 
IN MOVIE DRIVE 


Begin Theme Exploitation 
Before Opening Date 


New York, Aug. 17.—Although the 
$1,000,000 promotional campaign by 
film producers, distributors, and ex- 
hibitors to increase movie attend- 
ance is not scheduled to get under 
way until Sept. 1, two of Broadway’s 
largest theaters have already tied in 
with the drive in local 
advertising. 

Paramount in Van 


The quarter-page announcement 
by Paramount which heralded the 
arrival of “Sing You Singers,” that 
appeared in all Manhattan dailies, 
carried the slogan of the co- 
operative campaign, “Motion Pic- 
tures Are Your Best Entertainment.” 


The copy pointed out that this slo- | 


fan, 


newspaper 


BOX OFFICE LURE 


) 4 


Thus sagen which you +l see mamy ramen ches Fail comastty appioen se 


U Rew York) gresces emenaumment reborn 
The comedy WH of the poor! 


BING CROSBY - FRED MacMURRAY 
‘SING YOU SINNERS 


== LLIN CREW ELIZABETH PATTERSON  BOMALD O CONMNOE 
Produced ond Brected by 


WESLEY RUGGLES 


PHIL SPITALNY 


AMD HEE WORLD FAMOUS ALi Or OOCHESTRA 
cemetmg OORT ond tee ag Vet + Se eaten of eine = Tree 
Renate Oem Guy Somes » Sev £8 Anate Cin Gd 


ZASU pene 


_ MOTION denne ane voor BEST ENTERTAINMENT 


Staens Fb dkamotee now 1) rm cert me & tO 
‘| PARAMOUNT . 
i , esoae Ceara com er nee iB 


This insertion in New York papers marked 
the debut of the movie industry's pro- 
Are 


motion theme: “Motion Pictures 
Your Best Entertainment. 2 


this fall,” eeniien snntie iacty to the 


Paramount production. 


“which you will see many times | its 


The Capitol, 
blocks up the street, 
current offering, 


a rival house a few 
is promoting 
“Rich Man, 


Poor Girl,” as a “Movie Quiz $250,- 
000 Contest Picture.” The reference 
is to the country-wide contest among 
theatergoers which will form the 
spearhead of the industry campaign. 


Other Tie-Ups Expected 
Paul Gulick, 
the committee 


executive director of 

arranging the film 
drive, declared that numerous other 
such tie-ups are in prospect. He 
also revealed that 20,000,000 booklets 
explaining the contest are now ready 
for distribution. Theater patrons 
will be given the booklets at local 
picture houses. 

Another effort to prime the box 
office pump was made in New York 
this week when Warner Brothers 
Pictures, Inc., took half-page space 
in all standard size papers, and full 
pages in the tabloids, to promote the 
opening at the Radio City Music Hall 
of the film version of the Fannie 
Hurst novel, “Four Daughters.” 

The advertisement was unusual in 
that it appeared not in amusement | 
sections but well up front in news | 
sections. Further, the insertions | 
were paid for entirely by the pro- 
ducer instead of the exhibitor. 

The insertion, headlined “I have 
seen ‘Four Daughters,” and signed 
by Jack L. Warner, declared that 
after 33 years in the film business, 
Mr. Warner was for the first time 
devoting his attention to advertising 


All Boston is divided into two parts | 


— and is united by one radio station! | 


* 


The wholesalers who sell to the retailers, who sell to the peo- 


ple of New England, look at the Boston Market with broader 


vision than the founding fathers. They divide the All-Boston 


Market (we call it ““The Boston Business State” ) into 2 parts: 


the Metropolitan Boston Market avd the Outside Market. 


The Metropolitan Boston Market represents all 
or part of 6 counties: 


48% of the population, 


- §7Z of the annual retail sales of the ‘‘Boston Business State.”’ 


The Outside Market accéunts for the lavish 


remainder, 35 additional counties in 4 states: 


52% of the population, 


43% of the annual retail sales of the ‘‘ 


Boston Business State.’ 


, 


WEE 1 is the only Boston station that delivers both 


the metropolitan and the outside Boston market. 


Operated by COLUMBIA 


New York, Chicago, Detroit, Milwaukee, Birmingham, Los Angeles, 


BROADCASTING SYSTEAI. Represented by RADIO SALES: 


San Francisco. 


ee 


NASH $ SALES CHIEF 


William A. Blees, who has been named 
general sales manager for Nash Motors 


division, Nash-Kelvinator Corporation, 

succeeding Courtney Johnson, resigned. 

Mr. Blees formerly supervised Nash ad- 

vertising as vice-president and general 

manager of Geyer, Cornell & Newell, 
Inc., the Nash agency. 


a picture instead of producing. “Only 
something remarkable, something 
truly unique, would lead me so far 
afield,” the copy said. “To me it is 
a climax of a career. To you, it is 
a picture that should be seen, will 
be seen by every man, 


|child in this great city.” 


opening 


| 
| 
| 
} 


|two beer 


| manager, 


Paul Lazarus, assistant advertising 
Warner Brothers, 

probable that the same 
copy will be used to announce the 
of “Four Daughters” in 
other major cities, probably number- 
jing between 18 and 25. 


Charge Brewers 
with Violating 
Michigan Laws 


that it is 


Lansing, Mich., Aug. 17.- 
companies have been cited 


|for unfair trade practices by the State 


Liquor Commission and hearings will 
be held here next month, it was an- 
nounced today. 


The commission charged the brew- 


ers, Wholesalers, distributors and li- 
censees with such illegal trade prac- 
tices as giving “drinks on the | 
house,” rebates, premiums to waiters | 
for promoting a certain brand of beer, 
or, in the case of breweries or distrib- 
utors, having part interest in retail | 
establishments. 


woman and | 


declared | 


-Twenty- 


Stockh olders 
Rejoice Over 
Wilson Samples 


Chicago, Aug. 18.—Don Smith, ad- 
vertising manager of Wilson & Co., 
meat packing house, is surprised. Mr. 
Smith thought that the company’s 
17,000 stockholders might as well be 
included in a current campaign on 
Tender Made deviled ham, so he sent 
them samples. 

The reaction was terrific. Mr. 
Smith still doesn’t know exactly why, 
| but has about decided that stockhold- 
|ers, after receiving tons of literature 
| from the corporations in which they 
| hold shares, found something edible 
|a sharp change for the better. 

The three-ounce cans of deviled 
ham which went forth to the men 
who finance Wilson activities carried 


a card addressed “To Our Stockhold- 
ers” and explaining: 
“This special sample of Wilson’s 


Certified Tender Made Deviled Ham 
demonstrates the most delicious dev- 
iled ham ever made. Taste it. See 
how much more flavor it has than the 
ordinary kind. Buy it often from 
your dealer. Made from genuine Ten- 
der Made Ham.” 


The Wilson Follow-up 


One thing led to another. The re- 
cipients and the newspapers made 
such a fuss over the little promotion 
job that Mr. Smith issued a letter to 
plant managers, district managers, 
| branch house managers and car route 
| managers, saying: 

“We have just completed one of the 


| biggest sampling jobs we have ever 
j}undertaken. We have sent approxi- 


|mately 17,000 of our stockholders a 
three-ounce sample of Tender Made 
Deviled Ham with a small recipe 
| folder and attached message. These 
samples have gone to every preferred 
and common stockholder of the com- 
pany, with banks, estates and foreign 
lists eliminated. They have gone to 
every state in the union and there 
should be a certain amount of reac- 
tion which will result in consumers 
going into stores and asking for Cer- 
tified Tender Made deviled ham. 

“If we have accomplished the 100 
per cent distribution which was our 
goal during this two weeks’ cam- 
paign, then these stockholders should 
be able to purchase Certified Tender 
| Made deviled ham. We hope we will 
| not have many letters saying they 
| were unable to find stores handling it. 
| “The information given in this 
| bulletin should be relayed to retailers 
as it is going to increase consumer ac- 
ceptance for this fine — fe 


Wis. Classified Ben 


The brewers cited include Tivoli 

jae senate oso Plan First Conclave 
Brewing Company, Detroit; Jos. . : 
Schlitz Brewing Company, Milwau- The first annual meeting of the 
a . xia “| Wisconsin division of the Associa- 
kee; Premier Pabst Sales Company, | 


Chicago, and Anheuser-Busch, 


St. Louis. 


G pues Re-elected 


All officers of the 
Association of 


Suburban Press 


Milwaukee 


Inc., 


tion of Newspaper Classified Advertis- 
ing Managers will be held Sept. 26 in 
| Appleton. 

The program 
Glen Arthur, 
W. R. Cropley, 
Cary, Wisconsin 


committee includes 
Appleton Post-Crescent; 
Kenosha News; P. A. 
State Journal: 


County | George Westrick, Racine Journal- 
were re-elected at the first anniver- Times. and W. H. Conrad, Medford 
sary meeting They include Jack | gfgpVews 
Grace, editor, West Allis Star, presi- 
dent; Fred Hook, publisher, South | 
Vilwaukee Journal, vice-president; | 
Harold Murphy, advertising mana- -PH O Oo Ss. 
ger, Shorewood Herald, executive | 


secretary; Harvey J. 
Shorewood Herald, 
Stonek, publisher, 
recording secretary 


Kitz, publisher, 
treasurer; 


and 


Cross, publisher, Tri-Town News and 
C. L. Benoy, publisher, Wauwatosa 
News, directors. 


Westinghouse Posts 


to Danley, Myers 


P. Y. Danley has been appointed be 
manager of the newly created air 
conditioning department of Westing- 
house Electric & Mfg. Company, East | 
Springfield, Mass. ep) 

S. F. Myers has been appointed as- 
sistant manager with 


in Chicago 


MBS Adds 23 Stations 


The addition of 23 
prising the Texas State 
the Mutual Broadcasting 
brings the total of Mutual 
to 107, highest in its history. 
or more stations to be added to the 
Texas group will automatically 
filiate with Mutual. 


stations com 
Network t« 


Leo R. 
Cudahy Reminder, 
Richard 


headquarters | | 
. 
lo . “lL ) 


System 
affiliates 
One 


af-| 


VOLS 


Thousands of ready-to-use illustra- 


tions, on all subjects, are avail- 
able for your inspection. Write, 


wire or phone | | 


KAUFMANN & FABRY co. 
425 S. Wabash Avenue Chicago 
Telephone lissciae 3135 

| 106 West 43rd St., NEW YORK 
Phone Bryant $-6682 
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furniture, building products and home equip- Oe . hom, 4 are : Ati. Cbg 
. : ° 3 2S 
ment, and everything else used or needed in Yer s, ™ ae 
40 Wick 
° ’ ° 20, 
homes. The American Home market has cash 700 in cash Coup, 
: . Qs 
to spend, and the will to spend it now. ‘wy, 
Veep. 
“of, 
If you have a home product to sell, advertise it Sette 


in the magazine that concentrates on Home...sell 
it to the 1,300,000 big-need, big-spending families 


to whom The American Home is their buying 


guide... sell it to the market that offers you the Se 
buying action that means big volume at low cost. F BI CAN OME 


sells the HOME-MARKET of America 
—1,300,000 buyers for families 
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wort yt ma 
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Advertising Produces 
Profits 


The Eighth of a Series of 1938 Success Stories 


Steady Promotion Barrage 


Boosts Dr. Pepper’s Sales 


(Picture on Page 27) 

Dallas, Aug. 18.—Dr. Pepper Com- 
pany, formed here in 1926 to intro- 
duce a new soft drink, probably does 
not yet threaten some of the giants 
of this mastodonic field, but it is do- 
ing all right. The company has dis- 
tribution in 32 states. When it says 
“distribution” it means that the 
drink is available almost any place 
where a competitive product is sold. 
About 350 franchised bottlers dis- 
tribute Dr. Pepper to groceries and 
other dealers in bottled goods; 1,000 
wholesalers distribute the syrup to 
soda fountains, where the beverage 
is mixed on demand. 

Despite general business condi- 
tions, sales for the first half of this 


EACHES have moved to 

market, Watermelons are 
mostly there. The chant of 
the auctioneer is swelling up 
in the tobacco warehouses 
of Georgia and the Caro- 
linas and soon will reach the 
Burley markets of Tennes- 
see and Kentucky. Cotton 
gins are humming and the 
flow of white gold into the 
country towns has started. 
Clouds of dust are rising 
from the thousands of pea- 
nut pickers. And cattle and 
hogs are being finished for 
the early fall market. It’s 
harvest time in Dixie. 


year were more than 20 per cent 
ahead of the same period of 1937. 
Advertising in 1938 continues un- 
abated, thus carrying on an aggres- 
sive merchandising policy established 
12 years ago. 

The success of Dr. Pepper in this 
highly competitive field is probably 
due to its belief in an idea. J. B. 
O'Hara, then and now president of 
the company, was convinced that Dr. 
Pepper is higher in food value than 
any other soft drink. He _ insisted 
that the company’s advertising state 
this fact, directly or indirectly. 


A Star is Born 


The agency, Tracy-Locke-Dawson, 
Inc., met its client’s views by emerg- 


| 
ing from a conference with the) 
slogan, “Drink a Bite to Eat.” This 
admonition was given an amusing 
package in the form of a stylish lit- 
tle fellow, boasting plug hat and 
monocle. It was supplemented by 
the phrase, “at 10-2 & 4,” to suggest 
to the reader that at least three Dr. 
Peppers daily would ward off fatigue 
and elevate energy. 

Neither the agency nor the adver- 
tiser makes the assertion that Dr. 
Pepper was first to mix halftones and | 
line cuts in advertising, but this has 
certainly added zest to the layouts. 


The company has always leaned 
heavily on human interest photo- 
graphs for illustrative purposes. | 


Somewhere in each piece of copy also 
appeared the saucy little character 
reminding the customers to “Drink a 
bite to eat at 10-2 & 4.” Other ad- 
vertisers noted the effectiveness of | 
the combination and followed suit, re- 
sulting in what today can be char- 
acterized as a definite vogue in ad- 
vertising. 

Having a good product, Mr. 
felt it was obvious that Dr. Pepper 
should advertise even more inten- 
sively than some of its contempo- 
raries. This philosophy was simple 
enough to convert into action when 
Dr. Pepper was operating in a 
limited field, but it became more 
complex as state after state was 
added. Nevertheless, Dr. Pepper ad- 


O'Hara 


ime 


Early fall is “busy” 
in Dixie, too. 


ADD THESE UP: 


Regular summer receipts from the sale of crops and livestock 
amounting to 100 to 150 million dollars per month 


times more. 


This summer's extra receipts (June, July and early August) 
of 130 million dollars in Federal payments for last year’s 


soil conservation work. 


Still another 130 millions now being paid as a subsidy on last 


years cotton production, 


And to all this add one billion dollars to be received by 
southern farmers from the regular sale of farm products 


during the next four months. 


towns. 
your 
spend, do 
Ing 
farm-and-home 
more 


leading 
circulation of 
provides best 
its five 


time for Dixie farmers 
And when have they had one busier than this? 


URAL 


than 950,000 in these 14 states it 
coverage with greatest economy. With 
separate editions edited with full-time staffs at 


in Dini 


-and for country merchants 


some- 


Dixie is humming with activity. 
Farm income is first felt in the small 

lo build and maintain sales of 
products where there's money to 
as other manufacturers are do- 
use Progressive Farmer, the South's 
magazine. With a net paid 


Raleigh, Binningham, Memphis and 
Dallas it gives the added advantage 
of strong local intluence. Jobbers and 
dealers place high value upon the in 
fluence of Progressive Farmer in the 
strong farm market in Dixie. 


MR. PEPPER. UPPER 


Popular character that makes his appear- 
ance in practically ail Dr. Pepper adver- 
tisements. 


= 


vertising appears to be standing the 
long grind without perceptible di- 
minution. New media have been 
added as new markets’ created 
greater opportunities, and it is: as- 
serted that the 1938 appropriation, 
strange as it seems, is the largest in 
the company’s history. Sales volume 
is also shooting upward. 


The Advertising Program 

The current 
like this: 

1. The Pepper-Upper program, half- 
hour musical variety show produced 
by the agency and Station WAAF, 
which originates the program for 24 
Southern and Southeastern stations 
banded together by the agency as the 
Dr. Pepper-Dixie Network, Sundays, 


program runs about 


4:30-5. This gives the whole family 
a lift. 

2. Dr. Pepper Cadets, five davs a 
week on WAAF, 5 p. m. This one 


is for the kiddies. 
3. Heavy newspaper 
during peak seasons. 

4. Complete 24-sheet poster cover- 
age, particularly out in the wide 
open spaces where men are men and 


advertising 


outdoor advertising has unusual vis- 
ibility. 

5. Full color pages in Holland’s 
Magazine. 


6. Complete point of purchase cov- 
erage with striking color pieces. 

Dr. Pepper advertising is filled 
with living persons, as well as the 
little fellow with the monocle. Pos- 
ters picture sweethearts enjoying a 
bottle, “good for life.” The soda 
jerker is properly apotheosized from 
time to time, with the boast that “I 
serve ‘em fresh and frosty at 10-2 & 
4." A curly haired little lass is also 
shown going for a bottle of Dr. Pep- 
per, as “Mom says OK.” 

Dr. Pepper copy is as likely as not 
to grow witty without warning. Once 
it showed a winsome young lady who 
was quoted as thanking goodness 
“There’s a doctor in the house.” 


Respite for Indian 


Or it works in the maternal appeal 
by showing a young mother tender- 
ing a bottle of Dr. Pepper to her son 
and heir, weary of playing Indian for 
the nonce. The heading was “A 
grand little snack for good little In- 


dians.” Most of the Pepper advertis- 
ing makes reference to the network 
radio program. The product’ is 


|often pictured so that the trade mark 


will be imprinted deeply in the mind. 
Dr. Pepper goes in for point-of- 
sale material in a big way. A Dr. 
Pepper container which makes it easy 
for the housewife to carry home six 
bottles not come under the 
heading of dealer helps, but it does 
help. Other accessories may be good 
only to look at, but they remind the 
customer that it’s nice to have some- 
thing around the house. Soda 
fountain material is just as pointed 
and as plentiful. 
Dr. Pepper probably 


does 


cool 


doesn't do 


| investigation, 


GOVERNMENT 10 
ANALYZE TRADE 
ASSOCIATIONS 


Marketing, Price Activities 
Interest O'Mahoney 


Washington, Aug. 18.—Within two 
weeks the Department of Commerce 
will have plans ready for the most 
exhaustive study of American trade 
associations ever made. The probe 
is in line with the department’s par- 
ticipation in the program of the Na- 
tional Economic Committee, headed 
by Senator Joseph O’Mahoney of 
Wyoming, which will investigate 
monopoly and monopolistic practices. 

Already under way by the Com. 
merce Department, in cooperation 
with the Department of Justice and 
the Federal Trade Commission, is an 
extensive investigation of patents, 
pooling and monopoly. 

Preliminary work on the trade as- 
sociation study has been completed 


‘and before long the department will 


formally start its work. While de- 
tailed outlines of the program are 
not yet known it is expected that 
the entire sphere of business influ- 
ence in which the trade associations 
figure will be completely examined. 

The chief question, to tie in with 
the general purpose of the monopoly 
will be the extent to 


| which prices are controlled by trade 


association policies and _ practices. 


| But the commerce study will proba- 


bly go much deeper into their activi- 


|ties and turn light on the number 


| 


and sizes of associations, the fields 
in which they operate and the indus- 
tries which they represent, condi- 
tions of membership and _ respon- 
sibilities connected therewith, how 
association policies and practices are 
formulated, dues payments and the 
connection, if any, between the lar- 
ger members and the policies which 
the associations follow. 

Benefits received from member- 
ship are also expected to be scruti- 
nized, as well as the influence ex- 
erted by large industry units on 
competition in the price and market- 
ing fields. 


more advertising than some of its 
competitors. It sometimes appears 
to do so. But the only claim it 


makes is that no competitor does a 
better sales job than it does. This 
may explain why the company is do- 
ing business in 32 states and eyeing 
the remainder with great interest. 


To Van Auken-Ragland 


Hoof Products Company, Chicago, 
manufacturer of Hoof Cantilever 
governors, has appointed Van Auken- 
Ragland, Inc., Chicago, to handle its 
advertising. Three new automotive 
safety items will be announced in 
October. 


Before making 
up your fall 
budget see 
what WFBR has 
to offer! 


\n Baltimore, tls 


ON THE NBC RED NETWORK 
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ts for Automobiles 


...and what you 


their sales figures 


don’t know about 


One of the pet subjects for slide rule gymnastics, “national average” 


legerdemain, and general, all-round economic theorizing has 
always been the ubiquitous automobile. 


Now a new survey has come forth. And it upsets all the conventional 


calculations upon which so many automobile campaigns are based. 


It happens to be the biggest survey ever made in ad- 
vertising history—173,751 questionnaires answered 
by families from coast to coast who read The 
American Weekly. They tell what they buy for their 
living rooms, bedrooms, bathrooms, kitchens, laun- 
dries, and garages. Moreover, the survey — called 
X-RAY EXAMINATION — contains the biggest news 
any marketeer has been offered in a long time. 


Take automobiles, for instance. You know the 
“national averages” of new car purchasers. But why 
is it that in one group of people you find 30% with 
cars of the last two years... purchases way up and 


beyond al] national averages? Sales running into 
millions of dollars! 


What’s the answer? That answer and a lot of 
others, on everything from electric refrigerators to 
toothpaste,are in the X-RAY EXAMINATION. Every 


man whose job it is to sell goods in the mass will 
find “acres of diamonds” on its pages—and he 
won't have to dig with a pick. They’re right out 


in the open —clear, simple, and frequently — 
astonishing! 


This survey presents a brand-new picture of today’s 
market as it is today. 


THEAMERICAN 
= EEKLY 


Circulation 
in the World 


“The National Magazine with Local Influence” 


MAIN OFFICE: 959 EIGHTH AVENUR, NEW York CITY 


BRANCH OFFICES 


PALMOLIVE BLDG., CHICAGO ..... 5 WINTHROP SQUARE, BOSTON 
HANNA BLDG., CLEVELAND...... EDISON BLDG., Los ANGELES 
HEARST BLDG., SAN FRANCISCO..... ARCADE BLDG., ST. Louis 
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GAS COMPANIES’ 
$400,000 DRIVE 


GETS UNDER WAY 


Range Manufacturers to Tie In 
With Campaign 


Aug. 17.—-Embarking 


on its third year of institutional ad- | 


vertising in behalf of member com- 
panies, the American Gas Association 
has approved a $400,000 campaign 
which will start in September issues 
of national magazines, in line with 
plans previously reported in Apver- 
TISING Ace. This budget is $58,000 
less than that set up for the cam- 
paign last year. 

In addition to nine general maga- 
zines, there are 23 trade, professional 
and industrial publications on the 
schedule, with McCann-Erickson, Inc., 
again the agency in charge. 

Spearhead of the drive will be gas 
ranges bearing the CP seal. A score 
of manufacturers are now making 


Kellogg Contest on 
Baseball Over Top 


Chicago, Aug. 18.—J. Walter 
Thompson Company today de- 
nied a trade paper story that 
the Kellogg baseball contest 
has been canceled. Some spot 
radio has been discontinued be- 
cause of the great momentum 
gained, which insures high pop- 
ular interest for the remaining 
seven weeks, the agency said. 
Contest copy continues in 328 
newspapers and on 56 radio 
stations which carry Kellogg 
baseball broadcasts, the agency 
said. 


“Certified Performance” ranges 
which meet 22 specifications laid 
down by the association. In addition 
to emphasis on gas ranges, the slogan 
will be: “Let gas do the four big 
jobs—cooking, water heating, refrig- 
eration and house heating.” 


Individual Tie-ups Planned 


Many manufacturers who have in- 
troduced CP ranges are expected to 
tie in with the association drive in 
their own promotion, with the CP 
insignia to be featured in all adver- 
tising. Gas companies and other re- 


tail dealers have oniinees local pro- 


| motional tie-ups. 


Consumer publications which will | 
carry the association campaign ell 
American Home, Better Homes and | 
Gardens, Good Housekeeping, House | 
Beautiful, House & Garden, Ladies’ | 
Home Journal, McCall's, The Satur- 
day Evening Post, and Woman's | 
Home Companion. 

The Association of Gas Appliance | 
and Equipment Manufacturers is co- 
operating with AGA in introducing | 
CP ranges. Merrill N. Davis, presi- | 
dent, declared: “This will be the first | 
time every super feature known on | 
any gas range will be brought to- | 
gether in one appliance. While man 
ufacturers will continue to joes! 
other models to meet the demands of 
the lower income market, the CP 
range, it is believed, will represent | 
the finest appliance which modern | 
scientific research can devise.” 


Vast Market Available 


Cooking schools, home service | 
classes, and cooking carnivals are | 
also being held on a _ nationwide 
basis. Surveys have shown that there 
are 16,000,000 kitchens now piped for 
gas, and that at least 9,000,000 are in 
need of new ranges. 

Improved features of CP ranges 
include automatic lighting for top 
burners, ovens and broilers, a 43 per 
cent greater broiling area, better in- 


Last Minute News Flashes | | 


WMC 


WMC 4th in California Syrup of Fig Offer 


Memphis, ‘Tenn., Aug. 20—Latest tabulations reveal the results of 
California Syrup of Figs offer on 34 radio stations. 
of the YOUNG WIDDER JONES 

placed fourth in mail received, 

WSB first, second, third. 

rating, at .0O8c per inquiry. 


‘ast was the att 
with WLW, 
WMC was first in cost per inquiry 


A picture 
“action. 


WOR, 


Memphis, 


‘Tenn., Aug. 20 


WMC, Memphis. 
with six half-hour shows weekly, 
ROMANCE setting forth the merits of Mufti, another Plough 
product, with six fifteen minute periods weekly. 


Programs 


The 


Plough, Inc. Continues Through Summer with 12 Weekly 


Swinging through the summer, 
Inc., continues to broadcast a total of 12 day time shows .over 
Argotane Entertainers sell 
with the BALL-ROOM OF 


} 


Plough, 


Argotane 


Memphis, ‘Tenn.. 
in its history, 
this fall, 
vations by 
schedule 


Radio Station WMC 


Biggest Fall Schedule in Years Looms for WMC 


Aug. 20-—Carrying the heaviest summer 
will break another 
if advance orders are any indication. 
many 
in the 


national advertisers forecast the 
history of any Mid-South radio station. 


schedule 
recore | 
reser- 


fall 


Karly time 
largest 


OWNED AND 


NATIONAL REPRESENTATIVE 
THE BRANHAM COMPANY 


5000 WATTS DAY 
1000 WATTS NIGHT 


MEMPHIS 


TENNESSEE 
NBC RED 


ay 


tion in 
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CENTRAL THEME OF GAS CAMPAIGN 


COOKIN REVOLUTIONIZED 


BY NEW WORK-SAVING 


ET GAS DO THE 
4 BG JOBS 


COOKING 
WATER HEATING 
CPFRIGER ATION 
CUSE HEATING 


ee 
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The CP mark, designating 


HOW CHECH THE PeATURES TOW Have 
OM TOUR PRESENT Ganct: 
ce Semen BONE 
fame with “otek” « 


"certified performance,” 


Q AANGE 


$O MUCH FASTER, TOO! 


~ F 


AMERICAN GAS ASSEOCIATIOCON 


eat Commas A 
“ N . 
De pe mctatsi Ce ee ‘ 

ones the mt £ wed steven COMpartonemis 

N FANT FOE meee Ort Heaehes ig heat what 
Petey 108 BORIS OVEN— Hoty 2» 
. mining Tetiprsatuse doews' creep up 


will be the keynote of all 


copy in the conperemne acdien annette rr < drive. 


sulation, and greater efficiency mak- 
ing possible a 600-degree broiling 
temperature in 25 per cent less time 
than was required with last 
ranges. 

The Mystery Chef, a twice-a-week 
show heard over 12 NBC stations un- 
der the sponsorship of a group of 
cooperating gas companies, will help 
bring the CP story to the nation’s 
kitchens. The association has also 
produced a sales plan book to aid 
2,000 gas companies and many thou- 
sands more retail dealers in promot- 
ing the new range. 

Contained in the book are mats for 
local newspaper advertising by deal- 
ers, suggested radio shorts, direct 
mailing pieces, window and floor dis- 
plays, bill enclosures, and give-away 
novelties. Sixteen regional directors 
will conduct lectures and demonstra- 
tions, and offer advice as to promo- 
their district. Department 
stores have been personally contacted 
with a view to developing their own 
merchandising programs. 


‘OLD RANGE ROUND-UP’ 


KEYS MAGIC CHIEF DRIVE 
(Picture on Page 27) 
Cleveland, Aug. 18.—The human 
interest appeal of a Western round- 
up will be utilized by American 


| Stove Company in an ambitious Sep- 
{tember and October campaign for its 


Magic Chef gas ranges, it was dis- 


year’s | 


| 
| 


Dairy Campaign 


closed here today, with this drive| 
projected as one of the most exten- 
sive scheduled to run concurrently 


with the cooperative program of the 
American Gas Association. 

Western range atmosphere will 
pervade both poster and display copy, 
with cowboys pictured in the act of 
old ranges and _ thereby 
housewives from kitchen 


lassoing 

saving 

drudgery 
Designed first to call consumer at- 


tention to the “antiquity” of his 
present range, the copy will then 
stress the modern features of the 
Magic Chef. “Round-up time means 
time to look at gas ranges,” it reads 
“Time, first to look at that unhandy, 
slow-cooking old stove in your own 
kitchen. Then, look at the beautiful 


1938 Magic 
ing in the 


obsolete 


dealer is show- 
drive against 


Chef your 
nation-wide 
ranges.” 
Backed up by a plentiful supply of 
dealer promotional material and 
trade paper advertising, magazine 
copy will appear in Better Homes 4 
Gardens, Good Housekeeping, Ladies’ 
Home Journal, The Saturday Eve- 
ning Post and Woman's Home Com- 
panton, 
Batten, 
is the 


Barton, 
agency 


Durstine 
in charge 


& Osborn 


x —— 


il 


to Be Weighed 
for Michigan 


Lansing, Mich., Aug. 17.—A state- 
wide advertising campaign for Mich- 
igan’s dairy products will be pro- 
posed at a meeting of the Michigan 
butter industry committee here Au- 
gust 19. A legislative appropriation 
to aid dairymen in creating a larger 
market for their products probably 
will be asked by 100 processors ex- 
pected to attend. 

Edward C. Meade, state dairying 
bureau director, said the committee 
would hear a report on the quality 
improvement program inaugurated 
a year ago by the department of ag- 


riculture. It is expected that the 
dairymen will also discuss a _ pro- 
posed state milk control law and 


efforts of Gov. Frank Murphy and the 
attorney general’s office toward “bust- 
ing’ so-called milk trusts. 


Kimball Relelne BBDO 


Keith Kimball has resigned as 
promotion manager of Fortune and 
will return to Batten, Barton, Durs- 
tine & Osborn, Inc., New York, as 
account executive. Mr. Kimball 
joined Fortune Jan. 1, and prior to 
that time had been with BBDO for 
10 years. 


Of the 


214 


PUBLISHER MEMBERS 
of the Audit 


Bureau of Circulation, 


- 
only 6 magazines 
are currently 
credited with over a 


million 
newsstand 
circulation. Of these 


McCALL’S 


is the single 
representative in its field 


McCall Corporation 
230 Park Avenue 
New York 
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New York Journal-American 
8g 00 , 
now i per agate line 


vew york JOURNAL-AMERICAN 


Represented nationally by » HEARST INTERNATIONAL ADVERTISING SERVICE, Rodney E. Boone, Gen. Vanager 
DETROIT +«© BOSTON © ROCHESTER + PHILADELPHIA 


— == 
SS —__ aan 


POWER PLUS “ 


\ A stepped down our line rate to step up our 


linage 


and it’s working! But our rate decrease 
should mean a sales increase for you, because it 
puts 25% more power in your New York adver- 
tising dollar! Put these plus dollars to work for 
you in a newspaper that has the plus appeal of 
two great papers: plus forty years of friendship 
that makes real reader influence; plus the largest 
evening circulation in America; plus the high home 
coverage where it counts—in the plus market of 
this country: plus the lowest cost standard-size mil- 
line in the New York field! And get a plus in sales 
—of automobiles or artichokes in this far from 
plush season! Ask a representative of The Hearst 
International Advertising Service to tell you this 


plus storv. in time for fall and winter lists! 


NEW YORK «© CHICAGO. + 
PITTSBURGH +© SAN FRANCISCO + ATLANTA + 


aoe ® 


e 
spe 


LOS ANGELES + SEATTLE + BALTIMORE 


ee ) , 
ae 
_ Ved , 
ge ar ae Ee ee Fre re = Ad a ra ee 
Se “= 
ie - 
v. 
— - 
SS =~S~ 
- tes ” f \ 
) 2? sa 
i 
ae ae *, 
a ; . 7 
on 
a 
: 
Lo 
oe ent 
7 
Be es 
ae 
| BF 
ee a Ree 
mae 
5a 
aos 
a a a he 
7 
eee Nts 
‘ “eS 
j . 4 =" 2) ~— 1 . »* . . rn . 7 , _— ~ . - . . > * . ° “ Fal . ? : | , 
. > t | | 
* F . ¢ ; | 


ADVERTISING AGE 


August 22, 193g 


STEEL BUYERS 
WEIGH EFFECT 
OF NEW PRICING 


Important Marketing Changes 
May Be the Outcome 


Dayton, O., Aug. 17.—-Some of the 
automobile parts plants’ situated 
here are reported to be considering 
a change of locale as a result of new 
basing points established by the steel 
industry. Dayton is not one of the 
new price bases, though some of the 
towns which have been selected as 
such are virtually in Dayton’s back 
yard. 

It would seem that the price dis- 
crimination against Dayton parts 
manufacturers would be so slight in 
favor of Chicago and Detroit, other 
centers of the industry, that local 
plants would not suffer. In practice, 
however, it is reported that the auto- 
mobile parts companies here are be- 
ing forced to relinquish some of their 


business to competitors favored by 
freight rates. 

Steel anticipated the possibility of 
some such complication when it re- 
cently said editorially: 

“Some consumers of steel may 
move their plants with a view to 
improving their positions in respect 
to buying material and selling their 
product. Others may change their 
products. In many instances, cost of 
steel in a product is so small in com- 
parison with other factors’ that 
change in steel prices will make 
slight difference.” 


Few Facts Thus Far 


Whether or not 
viewpoint is justified will probably 
not be determined until business re- 
turns more nearly to normal. At 
present, steel plants and those of 
many of the industry’s customers are 
operating on such a restricted basis 
that the full significance of the 
change in price bases cannot yet be 
seen. 

Even heavy buyers of steel have 
been unable to forecast the effect of 
the changes on the prices they must 
pay. Confusion is so widespread that 
Republic Steel Corporation, Cleve- 
land, has developed a map of the 
United States, showing the new bas- 
ing points, “to clarify the situation 
resulting from announcement of new 
basing points.” No less than 65 such 


this optimistic 


COMEDY DRAMATIZES SALES POINTS 


rr 


Se, 


~ 


ZT, 


PR My EXAMINATION REVEALS 
5. “SPOOR VISION, INTERNAL 


DISTURBANCE AND 
PARTIAL PARALYSIS 


There is a remedy for this distressing con- 
dition that causes loss and damage to a 
business —a remedy which always effects 
a cure 


Modernize your office with Tri-Guard files 


and the Safeguard filing principle. They 
speed up work, help climinate errors, save 
tempers, time and money 


Ask tor iree filing chart and demonstration 


for faster filing 


GlobeWernicke TRI-GUARD FILES 


Although it is dead serious about the 


and finding! 


quality of its office equipment, Globe- 


Wernicke Company finds that occasional humor has its points. 


points are indicated on the map, 
which carries footnotes showing the 
products emerging from each city. 
Ingots, for instance, have as basing 
points Pittsburgh, Chicago, Buffalo, 
Canton, Massillon and Bethlehem. 


Halted by Commission 


Up to a few years ago the industry 
sold its products on the “Pittsburgh 
plus” basis for many years. This sys- 
tem required buyers to pay Pitts- 


fun for hospitals, either 
ous business. 


you have to. 


Let’s Talk About 
This 

A Business 
wand of Operations 


dure, of course, but in addition it re- 


administrative 


burgh prices, plus freight rates, re- 
gardless of where the steel was 
bought or shipped. The Federal 
Trade Commission found this metbod 
unfair to the buyer, and ordered its 
cessation. Under the new multiple 
point basing system, which has just 
gone into effect, the buyer will pay 
the base price f. o. b. the nearest 
basing point, the probable result be- 
ing to limit markets of any one mill. 

The Iron Age recently commented: 

“Apparently this revision re- 
arranges markets for producers 
throughout the country and changes 
the geographical areas in which they 
may profitably obtain business. Until 
this change, the delivered cost of hot 
rolled sheets at Baltimore was 2.30 
cents a pound, base Pittsburgh, plus 
30 cents per 100 pounds freight, or 
2.60 cents delivered. Now, with a 
Sparrows Point base on hot rolled 
sheets of 2.15 cents, plus 4.5 cents 


delivered cost is 2.195 cents a pound, 
a net saving to the Baltimore fabri- 
cator of $8.10 a ton.” 

The American Iron and Steel In- 
stitute is not too enthusiastic about 
the change, judging from a recent 
statement: 

“Among the effects there will be, 
in some places, restrictions of mar- 
kets, lessened production and sharp 
decreases in the demand for labor. 
In others there may be monopoly of 
important markets, stimulated pro- 
duction and sharp increases in the 
demand for labor. 

“Any producer operating a plant 


per 100 pounds freight, the Baltimore | 


eee 


Humor Clicks a 
As Theme for 
Globe-Wernicke 


Cincinnati, Aug. 18.—Occasiona] 
use of humor in advertising is pro- 
ducing very pleasing results for the 
Globe-Wernicke Company, manufac- 
turer of office equipment and sup- 
plies, according to C. W. Hamilton, 
sales promotion manager. A series 
is appearing currently in national 
publications, newspapers and direct 
mail pieces. 

“We have found humor very effec- 
tive in dramatizing sales points,” 
said Mr. Hamilton. “Frequently a 
story can be told by a humorous il- 
lustration and headline much better 
than by any other kind of treatment. 
In using humor we endeavor to cover 
situations which exist at some time 
or, other in almost every office, but 
we never try to be funny just for 
the sake of creating a laugh. Both 
users of office equipment and our 
dealers have written in to tell us 
that they like this type of advertis- 
ing and there have been numerous 
cases reported of the series being di- 
rectly responsible for important 
sales.” 


“Local industrialists feel that the 
South will ‘go to town’ in an un- 
precedented way, now that metal 
users can be offered prices f. o. b. 
Birmingham which are the same as 
Pittsburgh’s,” said that publication. 


Oakite Success Story 
Featured by Bureau 


The consistent sales progress of 
Oakite Products, Inc., New York, is 
the subject of the sixth in a series 
|of “Advertising Facts,’ released to 
|advertisers, agencies and member 
| hewspaper's by the Bureau of Adver- 
|tising, American Newspaper Pub- 
lishers Association. 
| Frank A. Connolly, Oakite mer- 
‘chandising manager, is quoted as 
| predicting that 19388 will be the larg- 
/est sales year in the history of the 
|company. Newspaper space is said 
| to be 67 per cent greater in this year’s 
| campaign than in 1937. 


| Sayres in New Post 


| Karl M. Sayres, newly elected pres- 
|ident of the Sales Managers Club of 


Operations are no fun for the person 
who is operated upon. And they're no 


Just as the making of a good movie 
depends on a multitude of organized in- 
dividuals in addition to the actors. the 
performance of a successful operation 
depends not only on the skill of the 
surgeon, but equally upon the facilities 
and the organized, highly-trained assist- 


ance rendered the surgeon by the hos- 


Doctors can operate without the spe- 
cialized facilities and the trained per- 
sonnel supplied by hospitals . . 
can you get along without electricity. if 
But it is the business of 
hospitals to supply these facilities, and 
it is an important and a serious business. 

This business of supplying facilities 
for surgeons requires a knowledge of 


medical practices and medical proce- 


Hospital Management 
The National Magazine of Hospital Administration 


, 
100 E. Ohio St., Chicago — 330 W. 42nd St., New York ANY 


quires the ability to 


develop a highly trained, perfectly co- 


Wilmot Castle Co. 


ordinated team of workers doing exactly 
the right thing at the right time. and 
equipped with exactly the right equip- 
ment, materials and supplies with which 


they are seri- to do it. 


In a word, running a hospital requires 
exactly the same kind of executive abil- 
ity as is required to run any business 
institution, because running a hospital 


is a business, and a mighty big business. 


HOSPITAL MANAGE. 
MENT, which has pointed editorially at 
the practical business aspects of man- 
aging and operating hospital plants and 
the recognized business 
paper of the hospital field. It talks to 
the practical business executives of hos- 


That's why 


services, Is 


ee ga pitals in practical business terms about 
* « 

the business of conducting institutions 
for the care and treatment of the sick 


and injured. 


If you have a business story to tell 
to the business men who run America’s 
hospitals, HOSPITAL MANAGEMENT 
is the place to tell it. 


in, or close to, important markets | Boston, has resigned as Boston sales 
for steel products will probably find | manager for the General Ice Cream 
himself enjoying a practical monop- | Corporation, a subsidiary of the Na- 
oly of that market, to the ability of | tional Dairy Products Corporation, to 
his plant to produce and, if the ex-| become vice president and secretary 
tent of his capacity was not fully | of the Deerfoot Farms Company, a 
adequate to supply such market, division of the parent company. 

there would be a strong tendency to | 
expand capacity to take care of the | 
requirements, 


Barber Joins Johnston 
| Ken Barber, formerly secretary 
| and account executive of the Buchen 
| Company, Chicago, has joined Lyle 
“On the other hand, a producer | T. Johnston Company, Chicago. He 
operating a plant not advantageously | will be in charge of the agency's 
located with respect to iniportant | farm and industrial division. 
markets will find his field of activity | ¢¢ 
seriously restricted, with resulting 
inability to operate to any greater 
extent than the limited local demand | 
would require. For such a producer | qjq@ and Examiner will become a tab- 
the effect would be a shrinking of | loid size newspaper. 
activity and probable abandonment | = 
of the no-longer usable capacity. 
“Plants located in or near Detroit, 
for example, presumably would enjoy 
a virtual monopoly of that important | 
| market. Producers elsewhere pre- | 
So would not be able to share | 


Problem of Stee! 


Herald and Examiner” 
to Become Tabloid 


Effective Sept. 1, The Chicago Her- 


industry of Detroit except when local 
mills were fully occupied. 

“Such conditions would tend to 
llocalize the steel business and to 
| create sharp inequalities. In the De- 
| troit area, for example, capacity is | 


in the demand from the em soa 


}less than 1,000,000 tons a year, but | 
the demand for steel products is | 
probably three or four times the | 


| ability of the local mills to produce. 
| In the district within a radius of 75 
| miles from Pittsburgh, on the other 
| hand, there is probably a capacity of 
| close to 20,000,000 tons a year but 
ion demand from local consuming in- 
dustries is not more than one-third 
of the capacity of the mills to pro- 
| duce.” 
Birmingham seems likely to reap 
|a harvest from the new price system. 


* NEW ORLEANS LOUISIANA * 


200,000 Guaranteed Paid 
Circulation Exclusively 
Among Cotton Farmers 


NATIONAL ADVERTISING 
REPRESENTATIVES 


That city, site of the huge Tennessee’ WNew York.. JOHN H. CONWAY 
| Coal & Iron steelmaking plants, re-| Chicago J. C. BILLINGSLEA CO. 
| ceived the news with “whoops of) Kansas City J. J. FARRELL 
joy,” according to Business Week. ————— 
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aamiaue Shops sa tice ; ; 7s 
Byilders and Contractors». . 3 
Building Supplies oe « « 6 
Painting, ae « ond 
Wall Poper .. a a oe 
Rooting . . PAu, aor 
auee Sutee ond Service a “8 > Con r wr u Sal 
utomobile eccessories . «+ «© «& " nada ids ome 
Eicerical Stores, pig te ane 3 As Basis for Re 
Bonks . Aw 8 aed a In addition to the 273 Detroit merchants who adver- 
ee ee tise in The Christian Science Monitor, there are many 
Aening aaa ara i Detroit concerns advertising nationally that use the 
Furniture Stores Pace 68 ; Monitor regularly. The president of one of these concerns 
Motiresses —_ Upholstering ae ; wrote: 
Sewing Machine Stores 2S : . “Credit where credit is due. Norge has been advertised 
Meeting end Plumbing Concerns ie Lo ¢ a | A d Vv e rt | y e r S in The Christian Science Monitor for five years and no 
eS fe fraction of our total advertising investment appears to 
aundries, ensers on ~ 4 e 
bowing ond iene ; < Byers - 4 in D et r re) it u S e have been more resultful. Last year, due to the definite 
Photographers ond Comera Suppsies : proofs of your advertising value, we used six color pages 
Pabinhers ond Book ‘Stores i Th C h . tj S . in your Magazine Section and shall do the same this year. 
Radio Shops . . 
Restaurants Serge 3 e ris la n cience “Advertising in The Christian Science Monitor has 
Shoe Stores ond Repairing . . 11 ° been highly profitable to us. And it is a paper of ideals in 
Sporting Goods Stores . se © 
Foust Goode Stores sepoties -- i M 0 n | t 0 r which we like to be represented. 
Clothing Stores . ° 
Dry Goods Stores . °° . ¥ 
cee oo 08 Be & “From the commercial standpoint, our advertising in 
Gener Minceaneou oe. 08 i the Monitor is a proved success by the growing record of 
Wc ctsacresm = dealer tie-ins experienced from year to year. 
; : === “The exceptional reader-following you have estab- 
lished gives your advertising added values. So, credit where 
HE credit is due.” 
Certainly a medium that can do such a satisfactory 
job for the manufacturer—oand for retailers, too— is . 
HRISTI AN SCIENCE MONITOR worthy of consideration by any advertiser. If you have .* 
A. Dolly Newapubér. fecal the: family gba oe or proposition to sell, we have a story 
Published by The Christian Science Publishing Society, 2 
One, Norway Street, Boston, Massochusetts 
NEW YORK OFFICE: 500 Fifth Avende Name of writer of letter quoted will be given on request 
OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, Kansos City, Son Francisco, 
Los Angeles, Seattle . . . London, Paris, Geneva : 
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MARKETING TO 
HOLD STAGE AT 
WORLD PARLEY 


Management Experts Ready 
for Washington Meet 


Washington, D. C., Aug. 17.— 
With five important aspects of mar- 
keting to be discussed, merchandis- 
ing will provide one of the most 
important features of the seventh 
International Management Congress 
to be held here Sept. 19-23 under 
the auspices of the National Man- 
agement Council of the United 
States. Though many European 
countries will be represented, virtu- 
ally all of the marketing addresses 
will be delivered in English. 


Elder on Program 


The first session will be devoted 
to market analysis and planning; 
the second to market outlets and 
trade channels; the third to costs 


_ 


|and pricing; the fourth to advertis- 
|ing and sales promotion, and the 
| fifth to sales administration. 

To enable the audience to digest 
the large volume of material to be 
presented, an expert has been as- 
signed the difficult task of summar- 
izing the results of each session in 
1,000 words or so. Robert F. El- 
der, research manager, Lever 
Brothers Company, Cambridge, Mass., 
draws this formidable chore follow- 
ing the discussion of market analysis 
and planning. 

The lot of summing up the ses- 
sion on market outlets and trade 
channels falls to Wilford L. White, 
chief of the marketing research divi- 
sion, Bureau of Foreign and Domes- 
tic Commerce, Department of Com- 
merce. M. P. McNair, professor of 


ness Administration, Harvard Uni- 
versity, will brief the discussion of 
costs and pricing. F. K. Doscher, 
sales executive, Lily-Tulip Cup Cor- 
poration, will evaluate progress in 
advertising and sales promotion and 
J. Russell Doubman, professor, Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania, 
will summarize the analysis of sales 
administration. 

The program glitters with impor- 


tant names. Stanley Resor, presi- 
dent, J. Walter Thompson Com- 
pany, New York, will collaborate 


marketing, Graduate School of Busi- 


with one of his vice-presidents, 
William G. Palmer, in describing 
“The Growth and Function of the 
Advertising Agency.” Two English 
research experts will discuss ‘“Cus- 
tomer Research for Department 
Stores.” They are N. Baliol Scott, 
fellow of the Institute of Industrial 
Administration, and R. Robson, re- 
search department, Harrods, Ltd., 
both of London. 

The parade of professorial and 
government talent will be interrupt- 
ed by the appearance of the presi- 
dent of the National Federation of 
Housewives, Sweden. She is Elea- 
nor Lilliehook, who will endeavor to 
present the viewpoint, not only of 
consumers of her own country, but 
of the world. 

The meeting will give marketing 
experts of this country a golden op- 
portunity to appraise advancement 
of the science in the United States 
with that abroad. It is predicted in 
some quarters that they will dis- 
cover that this country is not as far 
in the lead in some respects as was 
thought. 

The Congress is the first to be 
held in this country, others having 
taken place in Prague, Brussels, 
Rome, Paris, Amsterdam and Lon- 


don. Headquarters for the meeting 
are at 347 Madison avenue, New 
York. 


WALKING IS TOO 


SLOW! 


The Twentieth century is in a terrific hurry— 
Transportation, 
buying, selling, finance, amusements, politics, 


whether we like it or not. 


education—everything is conducted on a split- 


second basis. The momentum is so great that 
no individual, or group, can stop it. 


vive one must keep pace. 


Newspapers keep pace. To better 
lic’s needs, daily newspapers 


possible device to secure and transmit the 
Newspapers don't 
They run, fly, telephone, telegraph, 
wireless, cable, wirephoto—ual! so you may have 


news quickly and accurately. 
walk! 


the news almost as it happens! 


Because only the newspapers can furnish 
the news instantly, graphically and completely, 
everybody, who can read at all, reads the daily 
newspapers to adjust himself and his affairs. 


42,000,000 copies are sold daily 


To sur- 


States because the alert man and woman can- 
not wait a week or month to know the events 
that may well alter the course of their lives. 


This same interest is carried over into the 
advertising columns. 


People know that the 


merchandise displayed in the pages of their 
newspapers is just as fresh, just as vital as the 


serve the pub- 
employ every 


news on the front page. 
a daily market guide. 


Newspapers provide 
That’s why newspapers are 


the greatest selling force in America. 


To the man with something to sell, The Detroit 
News provides the most powerful medium in 


the Detroit Trading Area—America’s Fourth 


Market. 


in the United 


The Detroit News is the dominant 
paper in this area. It is recognized locally and 
nationally as Detroit’s Home Newspaper, with 
a city circulation 76% home-delivered! 
circulation of The Detroit News—weekdays, 
323,850; Sundays, 385,090. 


Total 


The Detroit News 


New York: 


a ¥ 


1. A. KLEIN, INC. 


THE HOME NEWSPAPER 


Chicago: J. E. LUTZ 
. 


j}also lending assistance, 


| besides those already reported in 
| ADVERTISING AGE, include Foell Pack- 


‘Hunter Packing Company, St. Louis; 
/ Louden 


COPY SUPPORT FOR DOG WEEK 


east 


OR A SHORT ONE! 


a ae 


—and watch him go for 
RED HEART'S 3 FLAVORS! 


Whatever kind of dog you get— 
feed him Red Heart Dog Food! That's 
a mighty important part of being a 
good master. : 

How he’ll go for those three deli- 
cious flavors — beef, fish, and cheese 
~—fed in rotation! This taste variety 
helps stimulate his appetite — helps 
him grow strong and husky. 

Red Heart Dog Food contains fed- - 


National Dog Week 
Sept. 18-24 
Why not see a 
reliable kennel 
about a puppy 
for your home? 


erally inspected meats and meat by- 
products. It is rich in body-building 
vitamins and minerals—and con- 
tains both cod-liver ojl and Fleisch- 
mann’s Irradiated Yeast to provide 
an abundance of Sunshine Vitamin 
D—so vitally important for pup- 
pies! Thoroughly laboratory-tested 
and kennel- proved. 

Fged Red Heart Biscuits to youn 
puppy, too— they'll help to keep hit 
teeth and gums in a healthy condi- 
tion. John Morrell & Co., Genera 
Offices, Ottumwa, lowa. 


Tune in Bob Becker, N B C Red Network, Sundays 1:45 to 2 P.M., New York Time 


Beef, Fish, Cheese 
Feed in Rotation 


John Morrell & Co. is one of the national advertisers lending assistance to the 
promotion of National Dog Week, Sept. 18-24. 


National Dog 
Week Is Given 


NewMomentum 


Chicago, Aug. 16.—A score of na- 
tional advertisers and half a dozen 
associations have pledged their sup- 
port to National Dog Week, Sept. 
i8-24, Robert Briggs Logan, secre- 
tary of the promotion, reported to- 
day. In addition, 25 national maga- 
zines, 50 newspapers, six news serv- 


ices and several radio stations are 


Will Help Cause 


National advertisers participating, 


ing Company, Chicago; Gaines Food 
Company, Sherburne, N. Y.; Haver- 
Glover Laboratories, Kansas City; 
Heger Products Company, St. Paul; 


Packing Company, ‘Terre 
Haute; Polk Miller Products Corpo- 
ration, Richmond; Rath Packing 
Company, Davenport; Ready Foods 
Company, Chicago; Security Mills, 
Knoxville; and Swift & Co., Chicago. 

Cooperating associations include 
National Association of Retail Drug- 
gists, National 
Chains, National Coursing Associa- 
tion, National Association of Retail 
Grocers, and National Retail Dry 
Goods Association, besides several | 
others previously reported in these | 
columns. 

The poster for the week shows a) 
boy embracing his best friend, a | 
wire haired terrier. | 


Join “H&G” Promotion 

A total of 112 stores in cities from 
coast to coast have arranged to par- 
ticipate in the “Merchandise of Merit” 
month sponsored by House & Garden | 
and featured in the magazine’s Octo- | 
ber issue. These stores will be listed | 
in the magazine as official headquar- 
ters for “Merchandise of Merit.” 


Wildroot in Drive 

A one-cent sale on hair tonic will | 
be featured in the fall campaign of 
Wildroot Company, Buffalo. The} 
schedule includes Collier's, Liberty, | 
Life, Look and The Saturday Eve- 
ning Post, with copy offering two bot- 
tles of the tonic for 61 cents, 60 cents 
being the usual price for one bottle 
Batten, Barton, Durstine & Osborn, 
Inc., Buffalo, is the agency 


Association of Food|- 


Lumber Trade 
Plans Industry 
Selling Drive 


Rochester, N. Y., Aug. 18.—-Forma- 
tion of the Merchandising Institute 
this week marked the completion of 
preliminary plans for launching a 
lumber industry promotion campaign 
under the sponsorship of the Na- 
tional Retail Lumber Dealers Associ- 
ation with the cooperation of the 
Asphalt Shingle and Roofing Insti- 
tute, Insulation Board Institute, Na- 
tional Lumber Manufacturers Asso- 
ciation and eight affiliated associa- 
tions. 

It was said that sufficient funds 
have already been collected to insure 
completion of the undertaking which 
will be supervised by the Merchan- 
dising Institute. All branches of the 
industry are contributing to the joint 
fund. 


Devine Gets Brewery 


Devine Advertising Agency, New 
York, has been named agency for 
Edelbrau Brewery, Inc., Brooklyn, 
which recently introduced a new five- 
cent bottle of beer. Newspapers, di- 
rect mail and outdoor will be used. 
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RECORDING ON 
TAPE OFFERED 
FOR AIR SHOWS 


New System, in Debut Here, 
Used in Europe 


New York, Aug. 


17—Sound tape | 


Improved Real 


Estate Copy Is 
Aim of Contest 


New York, Aug. 16.—Members of 
the Real Estate Association of New 
York will take a fling at copywrit- 
ing in a contest sponsored by the As- 
sociation of Newspaper Classified Ad- 
vertising Managers as a feature of 
the Real Estate Association conven- 
tion to be held in Syracuse, Sept. 
15-17. 

A. T. Powderly, classified advertis- 


transmission, a substitute process for |ing manager, Rochester Democrat 


both live and transcribed radio pro-|and Chronicle, and former president | copy.” 


grams which is being widely used 
commercially in Europe, was offi- 
cially introduced in this country this 
week with the opening of headquar- 
ters here for Miller Broadcasting 
System. The system was developed 
by James A. Miller, sound engineer, 
with the assistance of N. V. Phillips 
Company, electrical manufacturer, of 
Eindhoven, Holland. 

The first machine for transmitting 
tape programs was installed by the 
British Broadcasting Corporation two 
and one-half years ago. Since then, 
apparatus has been installed by J. 
Walter Thompson Company of Eng- 
land, the Norwegian Broadcasting 
Company and other radio interests 
on the continent. 


Agency Has Exclusive Rights 


J. Walter Thompson Company has 
exclusive commercial rights in Eng- 
land, and has been transmitting 
sponsored programs by this method 
for some time. The agency has 
aired 67 15-minute programs by 
means of tape transmission, 


with | 


| 


about 1,000 feet of tape required for 


each quarter-hour show. 

American manufacturers who dis- 
tribute and advertise abroad are al- 
ready familiar with the device. 
Among the companies which have 
used tape programs abroad are Gen- 
eral Foods Corporation, Lever Broth- 
ers, and Procter & Gamble Company. 


The Miller Broadcasting System, 
which has the American rights to 


the invention, has established offices 
and studios at 113 West 57th street. 
The plan is to lease transmitting ma- 
chines to about 100 stations in this 
country, sell programs to sponsors, 
make the recordings, and act as sales 
agent for stations leasing the appa- 
ratus, 

The of 


board directors of Miller 


Broadcasting System includes A. H. | 
Diebold, president, Sterling Products, | 


Inc., and E. F. Hummert, vice-presi- 
dent, Blackett-Sample-Hummert, Inc. 

David D. Chrisman, formerly East- 
ern sales representative with Mutual 
Broadcasting System, has_ been 
named commercial manager the 
new company, 


of 


Simulates “Live” Program 


Mr. Chrisman told 
Acre that tape recorded shows cannot 
be distinguished from live programs. 
In England, where no announcement 
is required to identify a transcribed 
show, listeners are unable to tell the 
difference, he said. 

He claimed that the system's ad- 
vantage over live shows is that tonal 
quality is unimpaired by wire trans- 
mission, and that the new process 
eliminates the surface noise common 
to transcribed shows. After a 
program is engraved on tape in the 
Studio, unlimited 


an number of re- 
productions can be made from the 
Original. 
Sound is recorded on tape, seven 
millimeters wide, by means of en- 


f£raving on the coating of the tape 
While the engraving is in 
itis possible to hear and check the 
Program one-third of a second after 
sound is received, thus eliminat- 
‘playbacks.” The tape can be 
*dited and cut like a movie film. 


process, 


the 


ing 
LEE Ss 


Michelson in New Post 


J. Leonard Michelson, formerly ac- 


executive with David Malkiel 
ising Agency, Boston, has 
‘ake a similar post with Goulston 
pany, Boston. 


AdVert 


Lindsey Promoted 
W. D. Lindsey has been elected a 
'e-Dresident of Albert Kircher Com- 
Philadelphia. He has 
the agency for two years. 


been 


ADVERTISING | 


live | 


| of the advertising group, will eunee| 
vise the judging and make the 


awards at Syracuse. All real estate 


Virginia D 

irginia Dare 
| . ~ 

board members are eligible to exhibit | Will Emphasize 

advertisements. The purpose of 

the contest, according to Frank S. | I t SS Gu arantee 


O’Hara, president of the real estate | 
men, is to emphasize the value of 
good classified copy and to stimulate 
thought on real estate advertising. 


Brooklyn, Aug. 18.—A new bid for 
}a place on the country’s dinner tables 
will be made in behalf of Virginia 
| Dare and its other wines this fall by 
|Garrett & Co. The theme will be 

“The classified advertising page is! spotlighting of the company’s uncon- 
an effective medium for obtaining ditional guarantee Though this 
prospects and selling property,” said | warranty has long been made, it has 
Mr. O’Hara. “Advertisements could | never been featured. 
be made much more productive if the! While Garrett advertising is noted 
advertiser would give more intelli-!for its consistency and effectiveness, 
gent thought to the preparation of |the nation is still far from enthusi- 
over wines. It can take them 


Urges Care on Copy 


|astic 


that of any one of a score of current KLZ advertisers, 
was made by shrewd manager William D. Powell of 
Denver's million-dollar super-market, the Home Public 
Market. Starting from scratch five months ago, the 


“Dime Man” program over KLZ, 


first effort in radio, has proved a profitable, effective 


business-builder. 


What Denver’s Home Public Market has learned, 
other KLZ advertisers have long known: KLZ is the 
livest, most interesting station to listeners in the Den- 
ver-Rocky Mountain region; the most effective, econo- 


mical medium for advertisers. 


KLZ covers the entire 
Denver-Rocky Mountain Region 


@ For advertisers who require broad coverage in the Denver- 
Rocky Mountain region and the enthusiastic cooperation of dealers 
in this area, KLZ supplies both. Concerning KLZ coverage, Mr. 


Powell writes: ‘““We have received 


from points as far distant as the Wyoming-Montana border, Eastern 
Nebraska, Kansas and New Mexico . . 


Colorado.” 


@ This significant statement, which could easily be 


UNDER 


OKLAHOMA PUBLISHING 


or leave them alone. Garrett believes 
that giving the spotlight to the guar- 
antee will induce many housewives 
at least to give a trial to wines, with 
many becoming regular users. While 
Virginia Dare is the leader in the 
Garrett line, Old North State black- 
berry wine and other brands are also 
well Known. 

The trade has manifested keen in- 
terest in the new policy. Garrett 
boasts an army of loyal dealers, ow- 
ing both to its long-term advertising 
policy and its efforts to maintain 
prices. 

The fall campaign will run in @ol- 
lier’s, Liberty, Pictorial Review and 
Time, with the former getting color. 
United States Advertising Corpora- 
tion, Toledo, is the agency. 


the super-market’s 


million-dollar 


Under one roof in Denver's 
Public 


Market are dozens of assorted 


Home 


food merchants associated in 


@ super-market group. 


@ Roving up and down the 
aisles of the Home Public Mar- 
ket, the “Dime Man” inter- 
views customers and merchants 
six mornings a week; a dime is 


the reward for right answers. 


@ KL2Z's daytime listen- 
ing area (CBS) embraces a 
major portion of the Rocky 


Mountain region, covering 


orders, comments and letters 


and the entire state of 


AFFILIATED MANAGEMENT 


Co. 


Witzk WKY 


REPRESENTE By Tue 


— Oxtanoma City Ano THe 


most of Colorado and parts 
of Kansas, 
South Dakota and Wyo- 


ming. 


Nebraska, 


Katz Acency, Inc. 
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The Value of a Good Name 


Redesigning and repackaging have 
been the watch-words of many suc- 
cessful merchandising operations in 


the past few years. In some in- 


stances they have included changing | 
trade marks anid trade names. Greater 


simplicity and ease of identification 
have been the reasons for adopting 
new brands, and 
justified the 
ways. 

Because an old name, even though 
it may not have a modern sound, 
usually has a lot of good will packed 
into it, especially if the product it 
identifies has had a good reputation 
for quality, there is bound to be some 
loss in the adoption of a new name, 
especially if consumers are not made 
fully aware of the fact that the fa- 
vored product may now be had un- 
der another descriptive. 


changes. But not al- 


The experience of one large manu- 
facturing house in the textile field 
may be illuminating. It had several 
classes of each with 
own trade which 
erable been 
oped Dealers 
and familiar with 
these names and the qualities which 
they represented. 


products, 
name, 
popularity 
long 
consumers 


its 
for 

had 

period. 


devel- 
over a 
were 


A change of management resulted 
in a considerable simplification of 
the line, a which advan- 
tageous in many respects. In a de- 
sire to develop added merchandising 
effectiveness, 
name, which 
generic for 


move was 


however, a new trade 
was intended to 
the entire line, 


veloped, and this was substituted for 


be 


was de- 


| eral 
results have often 


' 
the 


the several familiar names which had 
been previously used for the various 


classes of products the company 
makes. 
The experience of the past few | 


years has shown that this was a mis- 
take. First, the line is sold to sev- 
different classes of buyers, so 
that having a single name for the 
entire line is no advantage. Second, 
name was not given suffi- 
cient trade or consumer advertising 
to identify it satisfactorily. Third, 
the accumulated good-will of the old 
brands was lost, with no compensat- 
ing advantages. 

Perhaps the new family name 
could have been put over with ade- 
quate promotion, but the company 
has decided to go back to the old 
names, which have been in the dis- 
card the past few years. They are 
still well-known to buyers, and have 
not been forgotten by 
The management believes 


new 


consumers. 
that the 


| job of restoring their popularity will 


consid- 


| able 


unbroken demand. 


be much simpler than that of win- 


ning an equally strong place for the | 


new brands. 
A good name is worth a lot, and 
a good old name stands for innumer- 
trade and 
which mean 


relation- 
continuous and 


consumer 
ships, 
It should not 
discarded in favor of something new 
unless assurance that the 
new name will be significant to buy- 
ers and will be given sufficient pub- 
licity and advertising to register 
it definitely with all of the important 
factors in the market. 


there is 


Young Men in Advertising 


Advertising is often called a young 
man’s business, and there are enough 
spectacular successes recorded by 
young men to justify the generaliza- 
tion, at But 
brilliant older 


their 


least in part. these 


young men get as 


successes mature, and pretty 
classified 
still 
even if no longer young 


There is a 


soon they have to be as 


veterans They are brilliant, 


tendency, however, to 


assume that only the young and bril 


liant personalities who come _ into 
advertising have either the creative 
ability or the energy to do some of 
the hard jobs which advertising is 


asked to tackle. Seasoned ability is 


often passed over in favor of person 


abie youth, with experience relegated 


to second place 
men of ability 


Thus unquestioned 


and excellent records frequently find 


it more difficult to find new oppor 
tunities in advertising than would 
have been the case in some other 
fields where ability seasoned with 


the 
executive talent. 


experience is requirement for 
Creative brilliance is a special tal- 


ent which should be recognized re 


gardless of age, and the standing in 
vitation to young men to bring thei: 
fresh viewpoints and enthusiasms to 
advertising is the 


ideas 


an assurance of 


constant fertilization of new 
But there is something to be said in 
behalf of the may 


lack superficial brilliance but who in 


older man who 
performance may be more dependable 
than his less experienced rival 
Advertising, in all its phases, re 
guires keenness of outlook and vigor 
of expression. It is a business which 


needs and can use the flash and drive 


of youth and the stir of new and 
brilliant personalities. But it is also 
a business which needs, now more 
than ever. a balance of sound judg 
ment and business experience to 
avoid mistakes which enthusiastic 
vouth might rush into without ade- 
quate consideration 


5 Cents a Copy, $! a Year | 
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| 
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HAS IT REALLY COME TO THIS? 


The New Yorker 


“Can | bum a cigarette off you, pal, and one for the filter holder?” 


See the Series 

| Things are really picking up! They 
| must be, when a playing card com- 
|pany rushes into the public prints 
| with five-column space such as that 


YOUs WORLD SERIES 


_ WE PAY YOUR BILLS 3." 


THIS EASY CONTEST 


~ GET YOUR VOTES my » 
Seals hee ce te tet ot 


Ne eee ee eee 


shown here to announce a big con 
test, in the currently approved con- 
test fashion. 

But United States Playing Card 


Company, 


contest 


which is trying out this 
idea in Baltimore and Indian- 
bother with such ex 
traneous details as last lines, letters, 
puzzles and whatnot It makes its 
simple and extremely to the 
the winners are the lads and 
lassies who send in the greatest num- 
ber of jokers from packs of U. S 
playing cards. and the only literary 
or other skill required 
course, from collecting the jokers) is 
the ability to name and 
address on each joker and mail it to 
the company. 

If this 


let or 


apolis, doesn't 


contest 
point: 


(aside, of 


write one’s 


contest without 

hindrance 
going to make 
who up 


wrinkles for 


coes 


over 


legal or otherwise 


it is some of the boys 


sit nights figuring out new 


contests feel as comfort 


able as that man over there in the 
raccoon coat 
Sales Story 

“Douglas Corrigan—-Salesman” was 
the title of a choice bit of inter 
oftice correspondence which went out 
to Oldetyme Distillers’ sales repre 
sentatives recently over the signa 
ture of A. William Herbst, general 
ws 


| 
| 


Ad-libbing 


sales manager. Text for Mr. Herbst’s 
sermon was “Wishers vs. Doers.” 
Hundreds of other daredevils, said 
Herbst, can fly as well as Corrigan, 
and hundreds of others nurse a se- 
cret ambition to fly the Atlantic. 
What made Corrigan the object of 
hero worship the world over was 
that he acted while the others only 
wished. It’s the same with selling, 
what with some salesmen telling tall 
tales about the business they are 
going to get next month, while 
some “Corrigan” is out signing con- 
tracts. The Herbst note wound up 


with: “The fellows who are going 
to make the front page of accom- 
plishment this fall are fueling up 


with selling ideas, oiling up with de- 
termination, and will probably have 
started while this message is follow- 
ing them around among their trade 


to say “‘Thanks.’” 


| 


| 


Jottings 


The all-time prize for late’summer 


promotion of Palm Beach suits un- 
doubtedly goes to the Dallas Times 
| Herald, which carried a special 10- 


page section devoted entirely to this 
single product in its Aug. 2 issue... 


We just can’t stay away from those | 


personal and we're 
larly fond of the column we tore out 
of the New York Herald Tribune a 
week or so ago and have been carry- 


notices, 


ing around since, because it seems to 
have everything. There’s the “young 
lady to share 3-room apartment with 
young lady in Flushing.” for in- 
stance; the 27-year-old Harvard erad- 
uate who wants a responsible posi- 
tion at $5,000 salary, and the cigar 
manufacturer who urges you to “Get 
that contract! Impress your client 
with your good taste by handing him 
a Natural Bloom cigar.” But we par- 
ticularly like the say-enough-but-not- 
too-much artfulness of the “gentle 
38, employed with excellent 
business and connections,” 


man, 


social 


who, “in order to reduce indebted- 
ness offers services evenings and 
Sundays during August and Septem 
ber plus two full weeks” either 


month.” 

Our librarian is all upset, and what 
did it memorandum from the 
Creator an old-fashioned vision, 
or a bush. or anything 
like a neatly typed missive 
from Comfort Com 
pany, St. Louis, personally signed by 
A. D. Maslan, 


was a 
Not 
burning 
that. but 
the 


rose 


Advertising 


Creator . 


particu- | 


| 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1393. 1938 World-Herald Market 
Data Book. 

The World-Herald, Omaha, has is- 
sued this new data book covering de- 
tailed information on its market, 
which comprises all of Nebraska and 
14 counties of southwestern Ilowa— 
a $454,000,000 retail area with one 
newspaper coverage. A _ circulation 
breakdown and description of the pa- 
per’s editorial program and merchan- 
dising service are included. 


No. 1394. Hagstrom’s Maps and Serv- 
ices. 

This new 90-page catalog, issued 
by Hagstrom Company, Inc., contains 
examples of road maps, U. S., state, 
city and county sales maps and map 
tack service, special maps and many 
unusual varieties, printed in color to 


represent actual sections or repro- 
ductions. 
No. 1388. Direct Projection. 

In this brochure Schmidt Litho- 


graph Company tells how the recent 
introduction and application of photo- 
lithographic direct projection has 
revolutionized poster reproduction 
methods. Examples of recent post- 
ers, showing various types of original 
art work from which they were re- 
produced, illustrate the wide range of 
reproduction possibilities by direct 
projection. 


No. 1389. Maybe This Will Surprise 
You, Too. 

Saturday Night, the Canadian 
weekly, has issued this folder, which 
shows the position of its advertising 
linage volume in a list of ten leaders 


published on this continent. Facts 
about Saturday Night's editorial 
scope and reader interest are in- 
cluded. 


No. 1390. We are Right in the Middle 
of a Good Construction Year. 
This bulletin, issued by F. W. 
Dodge Corporation, shows how the 
first half of 1938 compares with the 
same period in previous years in con- 
struction projects, and lists numerous 
reasons for even brighter prospects 
for the rest of 1938 and for 1939. 


No. 1378. Order Getting. 


In this brochure, McGraw-Hill Pub- 
lishing Company describes the Mce- 
Graw-Hill Reference Service, a group 
of six reference units, each covering 
a specific field, such as food, textiles, 
mining, etc., with data so arranged 
as to require a minimum of effort on 
the part of the men who specify and 
buy. 


No. 1348. Your Primary Market— 
23,000,000 Women Who Sew and 
How to Reach Them. 


This study, issued by Simplicity 
Magazine, covers the home sewing 
market, showing the extent of pat- 
tern sales, how the sewing machine 
ranks in importance with other home 
appliances, a tabulation of Simplic- 
ity’s coverage, and the status of the 
average sewing woman reached by 
this publication. 

No. 


1386. Fooling Failure; or, The 


Rise of Wilbur Fripp. 

This “thrilling tale of mercantile 
adventure,” issued by Radio Station 
WEEI,. is the story of a_ product 
saved from ignominous and unneces 
sary failure by the intelligent action 
of Wilbur Fripp. Wilbur knows bis 
WEEI, market and advertisers 
success story, and wins his reward 
in the last chapter. 


its 


No. 1385. What Makes It Go? 


Barron G. Collier, Inc., takes 2" 
advertising medium apart in ths 
new booklet. which discusses Cc@? 


cards and the job they do as a selling 
force. 
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ADVERTISING AGE 


PRINTERS, URGED 
TO REDUCE COST 
AS SALES PUSH 


Craftsmen’s Meeting Hears 
Outside Viewpoint 


Boston, Aug. 17.—The “outside view- 
point” received emphasis at the 19th 
annual convention of the Interna- 
tional Association of Printing House 
Craftsmen, which closed at the Stat- 
ler Hotel today. The organization 
heard their specialties discussed by 
Watson M. Gordon, Doremus & Co., 
Boston; Laurence S. Wright, sales 
production manager, Bird and Sons, 
East Walpole, Mass.; D. Joseph 
Guiney, assistant to the managing di- 
rector, printing division, Chilton 
Company; Alfred M. Geis, Alco-Grav- 
ure, Baltimore, and John McMaster, 
graphic arts department, Eastman 
Kodak Company, Rochester. 

Mr. Gordon took the somewhat un- 
popular view that the progress of the 
printing industry can be expedited 
only by reducing prices. This is true 
of every field of effort, and printing 
can be no exception, the agency man 
contended. 


Lessons of Depression 

“Today, after nine years of below- | 
average volume,” said he, “every 
business executive and economist 
recognizes more clearly than ever be- | 
fore the value of a low price—one 
which will widen the number of cus- 
tomers for worthy products. 

“The exact point at which sales be- 
gin to decline may vary for each 
item, but it is safe to say that no in.- | 
dustry can afford to slacken efforts | 
to reduce price. The progress of 
printing is inextricably linked with 
progressive reduction of costs and ac- 
companying cuts in prices which 
make the product available to more 
and more buyers.” 

Mr. Gordon said price reduction re- 
lies on four salient points: Specializ- 
ation; development and improvement 
of machinery and processes; growth 
of the trade press, and expansion of 
businesses which are served, with re- 
sultant increase in the size of their 
orders. 

Mr. Wright, the sales expert, de- 
fined a good salesman as a sales en- 
gineer. 

“The high pressure salesman van- 
ished from the scene before he was 
rebuked at Washington,” said he. 
“There will always be good and bad 
salesmen, but there will be more 
good salesmen in the future, because 
sales directors now realize that if the 
product is worth anything, education 
of the prospect is all that is re- 
quired.” | 

Adapting his discourse to the prob- 
lems of his audience, Mr. Wright 
irged it to study the prospect's prob- 
lems more closely so that the printer 
can become an adviser instead of a 
solicitor. He laid emphasis on the 
duty of the printer to keep clients 
informed of new equipment and new 
processes which promise more effec- 
tive advertising. | 

“How Craftsmen Can Aid _ the 
Salesman,” was discussed by Mr.) 
Guiney, the Chilton missionary. He | 
said that many printing salesmen are | 
tyros in mechanical processes and 

at the craftsmen must educate the 
salesman if he is to be educated. Re- | 
alization of the ingenuity, skill and | 
‘pensive equipment which go into} 
production of any printing order will | 
make every salesman a more effec- | 

producer, he added. 

Geis, the Alco-Gravure repre- | 
tative, told of technical or aan 


\Iy 


nts which are shaving costs and 
Stepping up demand. In the roto- 
*ravure field, for instance, produc- 

has been jumped from 15,000 to 
0 sections per hour by develop- 

of closed fountains and cellu- | 
e-acetate base inks which evapo- 
te almost instantaneously. 
This Week, he said, is the child of | 
lew printing methods, while further | 


- 


refinements can be expected to create 
new users. Southwestern 
Kodachrome was described by Mr. 

McMaster, who said that the use of | Papers War on 
this new color film has increased tre- | 
mendously, giving stimulus to use of | 
color advertising, as well as color in | 
editorial] illustrations. He confirmed 
reports that Eastman Kodak is plan- 


ning to market this film in large against “professional space grafters” | ame nama 
sizes to simplify production of color Botsford to Head 


has been instituted by members of | r 
plates. the South Texas Press Association, | Four A s Conclave 


sic eae representing more than 100 newspa- | David M. Botsford of Botsford, 

° . pers in South and Southwest Texas. | Constantine & Gardner, San Fran- 
Tioga Mills to Lane The move was started by Jack How- | Cisco, _and gr ene of — Pacific 

Tioga Mills, Inc., Waverly, N. Y../ erton, publisher of the Cuero pert, | Se "hae will ge 

Sear ae a 3 —"} Willem and president of the group, who re- general promi of the. convention 
; é 3 i < . . . c 

i. sacred knead + nary |cited scores of instances wherein ad- scheduled for Del Monte, Calif., Oct. 

Farm and poultry magazines will be | Yertising agencies, publicity mana-| 99.21. 

used. Lee Ramsdell, Jr., is the ac- | Sers, associations, and others, sent | This will be the first convention of 

count executive. lreams of articles to newspapers un-!the new Pacific Council. 


der the veil of news, but carried ad- 


the radio. 
Pledge cards have been sent to all 
;members for their signatures prom- 
Space Grafters | ising a stiff front against companies, 
jagencies or individuals who seek 
ere |free space “without proper and just 
San Antonio, Tex., Aug. 18.—An | ” 


: . si cause. 
energetic “united front” movement | 


vertising in the magazines and over 


RCA Expands School 


| Market Activities 


| RCA Victor division of RCA Mfg. 
'Company, Camden, N. J., has ex- 
| panded its activity in the educational 
field in order to coordinate the mer- 
chandising of all the company’s prod- 
ucts that are applicable to that 
market. 

Ellsworth C. Dent, associated with 
|the company since 1936, is in charge 
of the educational department. 


Joins Printing House 


Frederick G. Stutz has joined 
| Davidson Printing Corporation, New 
| York, as head of a new department 
'on travel promotion. He was form- 
‘erly production manager and art di- 
rector of Rose-Martin Advertising 
_Agency, New York 


7 


aily 


HIS unique display features Wrictey’s, and embraces the 

same feeling used in other advertising media. . . . Hopefully 
and with expectation, two happy children yearn for the stepped- 
up packages of WriGLEY’s Spearmint Gum soaring out in third 
dimension over their heads. The appeal is universal, colorful, 
sales-compelling. . . . This display was created and produced by 
Forses, expressly for WRIGLEY. 


CONSULT FORBES For 
CREATIVE COOPERATION 


FORBES 


CHICAGO 


a LITHOGRAPH C 0. 


P. 0. BOX 513 * BOSTON 


NEW YORK PHILADELPHIA CLEVELAND ROCHESTER DETROIT 
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ADVERTISING AGE 


ROMANTIC THEME FOR BANK COPY 


More “Umph” | 


To the Editor: In going through | 
your issue of last week I was really | 
surprised at an article, at the top | 
right hand side of page eight, on an 
advertising campaign now in the sec- | 
ond month, headed, “Standard Oil of 
Nebraska Finds Catchy Slogan.” 

I felt almost as if one of my brain | 
children had been kidnapped. 


Snuggle Rug of Indiana was using | 


the “UMPH” idea 
ing way back when. (As an example 
see enclosed UMPH reprint of May 
10, 1938). A member of our organi- 
zation also used the UMPH idea as 
the subject of an after-dinner address 
last spring. 

So you see the Hoosiers are head- 
ing the procession of the first with 
the newest. 


in their advertis- | 


Mrs. J. M. 


Company, Goshen, 


SrTuTz, 
Snuggle Rug 
Ind. 


7, © ¥ 


Holds Advertiser Is 
Entitled to Rebate 


SNUGGLE'S "UMPH" 


In a Depression - - - 
You have to have 


U ; 


The sak 


cvcry single year since 


It's because of the mph! or else! 


Iroettigate! 


of Snuggle Products has imereaved 
tory Nov 


xceptions! 


And be sure that you get the 
Facts and Fundamentals 
rather than the Guess and G 


istp of 


the “so-called trade.” 


A sapudly growing number of important stores 
sre using our umque Merchandising Program 


sales 


1 mercase thew anfanty wear and 
wore traffic, and secure desirable business 
tha cannot otherwwe be had A bdr 


SNUGGLE RUG COMPANY tx 0 4 
GOSHEN, INDIANA 


our aim to be as accurate as 
possible in our classification and des- 
ignaiion, we are therefore asking 
an expression of opinion from lead- 


Letters are welcome. 


Voice of the Advertiser 


This department is a reader's forum. 


tomer I want you to talk to. 
you get a plane right away?” 

“A plane,” said the Chief, who suf- 
fered from air-sickness, “I can be in 
New York in four hours by train. 
Isn’t that quick enough?” 

“Oh, I forgot. I’m not in New 
York,” said Henry. “I thought of a 
feller I wanted to see in Atlanta, and 
came down here instead.” Or it 
might be Boston, if he started out 
for Charleston, or Chicago if he said 
he was going to Detroit. You could 
never tell before hand. 

You see, it’s in the blood, a family 
trait. We shouldn’t be too quick to 
judge. 


Can 


T. Raven BENNETT, 
Bennett Advertising Agency, Co- 
lumbia, S. C. 


i ae 


Bank Boosts State 


To the Editor: With interest I 
noted in your last issue on the Photo- 
graphic Review of the Week page 
the reproduction and comment on 


This advertisement is one 
of @ series devoled lo the 
various countics of Florida 


A FUTURE 


Full of Interesting Promise 


@ In 1528, fifteen years after Ponce de 
Leon discovered Florida, Panfilo de 
Narvaez, Spanish explorer, is repocted 
to have landed near Pensacola. Trisdan 


ESCAMBIA... 


A Romantic Past 


This struggle ended, however, in 1819 
when East and West Florida became a 
territory of the United States by a 
treaty of cession executed with Spain. 
The purchase was completed in 1821 
and the exchange of flags took place in 
Pensacola. In the same year the terri- 
tories were merged into a single State 
and Major General Andrew Jackson, 
Territorial Governor of Florida, divided 
the great State into two counties. He 
ordained al) of the country lying be- 
tween the Perdido and Suwannee Riv- 
ers Escambia County. 


de Luna established a colony on Pen- 


sacola Bay in 1559 which was aban- 
Andres D’Ar- 
riola, in 1696, succeeded in establishing 
the first permanent settlement at Pen- 


doned th: c€ years later 


sacola. 


These mile-posts of history provide a 
background for an era covering four 
centuries during which was written 
some of the most interesting pages of 
history. For more than three hundred 
years Spain, France and Great Britain 
battled and bartered for West Florida. 


Today Escambia County embraces an 
area in the extreme western part of the 
State. Pensacola is the county's princi- 
pal city, most important port and coun- 
ty-seat. Within its almost matchless 
harbor is one of the Nation's largest 
Naval Air Training Stations. The city 
is a progressive commercial and finan- 
cial center. The Barnett National Bank, 
Oldest National Bank in Florida, con- 
gratulates the citizens of Escambia 
County for their industry, their prog- 
ress, their great future. 


To the Editor: May I impose upon|ing publishers, food product  man- the institutional advertising cam- 
you for some information relative to|ufacturers and advertising agencies, | Paisn being released by Reno's First i aca a = 
the custom among publishers in re-| <A collection of “yard sticks” now National Bank of Nevada. : ational nat Cm The Bere Ranh Bron Fuh To st angus 
bating to advertisers when circula-| used by the leaders in interest will The campaign referred to is very _— , ‘ 
tion guarantees have not been fully|help all of us. From a composite much along the line of the one my THE OLDEST NATIONAL BANK .N FLORID 
delivered? opinion, it should be possible to ar-|©O™Pany Is running for the Barnett peep 

This does not apply to Sports|rive at a definition of “super mar- National Bank here and its affiliated Barnett National Bank, Jacksonville, Fla., ties in its reputation as the oldest na- 
Afield, as we have more Pra Nag ket” that will be generally accept-|>anks throughout the State. Proofs tional bank in the state with a copy series telling the romantic story behind 
ered ome guarantee during ‘the past able in the trade of a few of the series are attached. the settling of various counties. 
six months. Sut in talking to two oe i Sica Ceiiieel There will be a total of sixty-seven = : a 
publishers recently we were informed a — ‘ ° different advertisements in the series therefore, that these publications new law on the marketing of cos- 
by them they understood that it was Point of Purchase Company, when the campaign is completed. which you offer, will have much of | meties. 
not the custom to rebate to an ad-| 1408 Anseles. Stephen H. Fifield, vice-president | interest to us on this side of the} Do you have a copy of this law : 
vertiser who had enjoyed, during the eve of the bank here is a a world. available? If so, can we secure a copy . 
period covered, protection at an old ° a “es or Page ieee as D. Grist, of the issue in which the statute was 
rate which was based on a former| Seems the Corrigans ee ee See ee J. Ilott, Ltd., Wellington, Cc. L, | set forth? 
guarantee. Have a Common Trait Harry E. Burns, Sew thant F. O. A. MEHL, 

I should be very happy to have you > the iter Aue ar Eastman Scott & Co., Jackson- Mehl Bros. Distilled Products 
give me information as to what is o the Editor: 4 ae Se ees) (ville, Pia. vvey Company. Peoria. Iii 
common practice in the field. We|%#" Day item in your “Getting Per- once ating me 
maintain that a publisher should re- ayes hageic gl sincerity -. Text of Federal PP ch po to a aml yes 
hate to ail advertisers on any loss of : , ihe "BE 
guarantee whether that advertiser of Corrigan’s original statement that New Zealand Seeks Food and Drug Act new Pure Food and Drug Act, the 

P Z , , > rt rj "a re " ® . . * > my j ° S > reeks ¢ ; . ste >. yas j > j d 

enjoyed protection at the old rate or ———— he was flying toward Cali Guidance on Radio lo the Editor ome weeks ago in|complete text was published in Ap 


or 
mi, 


ania te eh Geten the tale on one of your issues you published the 
which the guarantee was based. 

Ivan B. Romic, Publisher, 

Sports Afield, Minneapolis. 

(Editor’s Note: Space buyers seem 

to be of the opinion that an adver- 
tiser who has enjoyed protection at 
an old rate is entitled only to the 
circulation on which that rate was 
based and accordingly would not he 
entitled to a rebate if the circula- 
tion fell below the figure on which 
the new rate was based.) 


VERTISING AGE, June 1938.] 


You see we once had a salesman, 
J. Henry Corrigan, in J. G. Daneker’s 
Baltimore advertising agency, In- 
creased Sales, Inc., where I spent so 
many happy years. 

Well, Henry was just like his illus- 
trious kinsman. He would start out 
for New York to see a prospect, and 
ten hours later he would be calling 
the chief on long distance 

“Say, Chief,” he would shout en- 
thusiastically, “I've got a red hot cus- 


To the Editor: Would you please 
post to the writer the several pub- 
lications containing radio data which 
we note from your issue of June 13 
are available to advertising agency 
executives. 

Commercial radio in New Zealand 


is but twelve months old at present, “MANAGEMENT'S NEW 


and advertisers in this country are | 


still looking for guidance on the best RESPONSIBILITIES ” 


way of using this medium, which at 
present is a novelty. We _ hope, 


WILD WEST THEME FOR BEER 


THE WESpeS STILL Y, 


ILD 


Annual Rodeo Copy 
Appearing in West 


To the Editor: This type of ada- 
vertisement is released annually in 
28 of the larger dailies throughout 
the Intermountain West by Becker 
Products Company of Ogden, Utah. 
Size: 6-columns 16-inches. It is run 
mid-summer, in the heart of the 
rodeo season, and is helieved by the 
advertiser to be at once an excellent 
plug for and a boost for the 
West’s glamorous outdoor shows. 

Confirming this judgment is the 
fact that the display always receives 


To the series of frank statements on currently 


significant subjects, William L. Batt, president, 
SKF Industries, Inc., contributes in the August 


number. Mr. Batt is also chairman of the Co- 


ordinating Committee, Seventh International Man- 
agement Congress. 
hone Here he tells of the creed of the new conserva- 


tives... outlines today’s obligations of management 


' . | toward employees, consumers, and stockholders . . . 
wide and favorable comment from 

distributors, dealers and the public suggests changed thinking based on increasingly 
at large. Paul Clowes, well known 
western artist, has done the draw- 


recognized social responsibilities. 

ings for three consecutive years. The 
account is handled by this agency 
Louris W 


piiowte We shall be glad to send copies to those interested. 


The Ad-Craftsmen, Salt Lake 
City. 
Hee 
ad , YY sd 
ae i . NT [ Ay 
Super-Markets i‘ "¥ 
a To the Editor: There are many i . 4 ? 
varying specifications and definitions (P 
Per ol “super market.” Vablithed by 
7 We are now operating food product ITD hr 
advertising media in about 400 food DUN & B RA DST RE E r, INC, 
markets of California and have con- T sHE 
¥ ae tracts for installation of our system we ee 
= in many more 


NEW YORK 


290 Broadway 


CHICAGO 
228 No. LaSalle St 


CLEVELAND 
Loosely classitied, our outlets are 


1635 E. 25th St. 
known as “super markets” and we | 
“re continually refusing to make 
contracts with stores which do 
m not come up to our “super market” | 


specifications Inasmuch as it is 
' 


| REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS 
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New Values in 
Institutional 
Copy Outlined 


New York, Aug. 17.—Two major | 
theses now being expounded by busi- | 
ness and industrial leaders—the need 
to sell business as well as the prod- 
uct and the value of “streamlined” 
financial statements—have been re- 
yiewed in pamphlets recently issued 
by Merryle S. Rukeyser, economic 
commentator for the Hearst news- 
papers. 

In his booklet, “Sell the Business 
as well as the Product,” Mr. Rukey- 
ser epitomizes institutional corporate 
advertising as that which has “an 
economic aim, based on honest fact 
finding, to reduce costs through re- 
moving friction incidental to myths 
and misconceptions about the busi- 
ness process.” 

Further outlining the function of 
institutional advertising, he urges 
space buyers to take a broad rather 
than a narrow view. “When public 
attention is thus broadly directed to 
economic fundamentals, a new and 
significant ingredient will be injected 
into popular opinion,” Mr. Rukeyser 
asserts. 

Institutional copy, he warns, should 
not be used to regiment thinking or 
to dictate opinions, but rather to 
focus popular attention on the reali- 
ties which grow out of the “healthv 
functioning of the American way of 
life.” 


Sample Copy Offered 


Sample advertisements illustrate 
Mr. Rukeyser’s points in this as well 
as in the other pamphlet in which 
he discusses the current trend in 
financial statements. In addition to 
clarifying the division of earnings 
between capital and labor, wide- 
spread publication of simplified finan- 
cial reports can do much to avoid a 
distorted conception of any outstand- 
ing increase in earnings, he declares. 

As an example, he recalls that 
news summaries in the first quarter 
of 1938 stressed the increased earn- 
ings per share of two major oil com- 
panies. “Full publication of data,” 
Mr. Rukeyser says, “would also have 
shown a socially desirable simultane- 
ous sharp increase in total payroll 
disbursements. 

“Failure to let the ‘public see the 
corporate picture whole unwittingly 
played into the hands of the critics 
of business, by exaggerating the 
profit item and ignoring the increas- 
ing distributions to various units of 
government for taxes and to labor 
for wages,” he adds. 


Comprehensive 
Book Has Full 
Nekoosa Story 


Port Edwards, Wis., Aug. 17.— 
Combining within the covers of a 
single book an institutional story, 


sales data, actual samples and sug- 
gestions for use, Nekoosa-Edwards 
Paper Company has released to dis- 
tributors’ salesmen an imposing 48- 
page book, 11 by 14 inches, plastic 
bound in varnished board. 

The presentation shows, in the 
opening pages, the story of the com- 
pany’s mill, machines, resources, 
workmen and “pre-testing” system. 
Then come four portfolios containing 
sample swatches of the various Ne- 


National Noodle Week | Teaser Debut 
in Newspapers 


to Be Held Oct. 9-15 


Oct. 9-15 has been designated as) 
National Spaghetti-Noodle Week by | 
the National Macaroni Manufactur- | 
ers’ Association. 

A large amount of display material | 
is being made available to retailers. 
Tie-ups by other food manufacturers 
are being encouraged. 


Portable Ironer Bows 


Chicago Wheel & Mfg. Company | 
has introduced Portable Handee Elec- 
tric Ironer for distribution among 
hardware merchants. Full pages in| 
Hardware Age, Hardware Retailer | 
and Hardware World announced the) 


ironer to the trade, although con-| 


sumer copy will not be used for sev-| adopted, with one large city in each | operator. 


eral months. Weston-Barnett 


ADVERTISING AGE 15 


Chicago, Aug. 17.—Though inabil- | 


ity of 


tors’ orders is causing some uneasi- 


ness, 


for the mystery contro. set will start | contrast with the past. 


Aug. 


nounced following a regional meeting 
of dealers of Philco Radio & Tele- 


vision 


Bec: 


| model, 


Com-| sales division getting supplies enough | which summon any station. 


| The mystery control model will be | Movers to Advertise 


| launche ri benefit of a teaser : , . 
mano . = + , oa an ten Gave | Industrial Movers’ & Warehouse- 
as a ve i 4YS | men’s Association, New York, will be- 


lor so to make identification of the | sin its first national newspaper co- 
~ | receiver fall on or about Labor Day. | operative campaign, to promote the 
for New Philco ™ company believes the merits of | services of members about Sept. 15. 
| the set will make it possible to sus- | i 
ary ain i ‘est for that length of time. | s 
| tain en tha g f | O’Brien Elected 
Gtetrteuters’ Copy to Tie In | Lincoln O’Brien has been elected 
Newspapers will be almost the sole | publisher of the Boston Evening 
medium used by Philco this year, in | Transcript. Mr. O’Brien will assume 
The fall cam-| the post immediately with Powell 
26, as scheduled, it was an-|paign will break with 1,640-line ad-|Cabot continuing as president and 
vertisements, distributors and deal- treasurer. 
ers taking up the theme with their 
own copy. The mystery control is 
made possible by a separate small 
box stationed near the seat of the 
It is equipped with dials, 
Volume 


the factory to meet distribu- | 


the fall advertising program 


Rines Purchases WLBZ 


Maine Broadcasting Company, has 
sold Station WLBZ, Bangor, to Henry 
P. Rines of Portland for $180,000, 
subject to approval of the Federal 


Corporation here this week. 
ause of the scarcity of the new 
a rationing process may be 


koosa lines, together with sales 
irguments in favor of each and 
printed samples showing applica- | 
tions, as well as full color, weight 
ind size data. The portfolios are | 

se-leaf, so that a salesman may | 


emove the one dealing with the line 
t interests the prospect 

The institutional section of the 

‘k was produced by offset while 

portfolios were printed by letter- 

ss. Lee Turley is the company’s 

ertising and sales promotion man- 


Hotel Group Appoints 
\lbert Frank-Guenther Law, Inc., 
ston, has been appointed to handle 

idvertising campaign for the City 
Boston Hotel Association. Local | 
*wspapers and radio will be used 


pany, Chicago, is the agency. |to make the advertising 


possible. | can also be controlled in this way. 


Communications Commission. 


4,164 
Wyo. 51% 
623 
08% 
Nebr. 
6,573 
8% 
Colo. 


_ is said about the value of voluntary circula- 
tion to an advertiser. Yet everyone seems to over- 
look the fact that every radio audience is voluntary. 
No one tunes to a given station except of his own free 
will, nor stays tuned unless what he hears pleases him. 


The map above is undisputable proof that many thou- 
sands, outside of WSM’s primary sphere of influence, 
not only listen but are enough impressed by what they 
hear to write a letter. Why should this be? 


» 
EMO NASHVILLE, TENNESSEE — 


National Representatives; Edward Petry & Co. 


The aith of Cur fludisnce Comes fit 


416—.17% 

1.45% hey A » 8,055—.98% 

2.86% — ass., 1,503—.18% 

lowa 40,670 H., 466—.06% 
14,157 Ohio 49 
1.729 24.914 Ind. \ 37,192 J., 2,.619-—.32% 
03 24,461\ 4.53% AW. Va. 
703% | 2.98% 3,68 Va. 1., 204—.02% 


Simply because WSM offers a service or an entertain- 
ment which these people want, and cannot find else- 
where. They tune to WSM because of a definite broad- 
casting character which experience has taught them to 
be trustworthy. They represent a tremendous volun- 
tary circulation built by the simple expedient of think- 
ing in terms of what they want and need. 


May we show you how much the purchasing power of 
this voluntary circulation can stimulate the sale of 
your product? 


CLEAR CHANNEL | 
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HYBRID CORN IS 
GROWINGFACTOR 
IN FARM MARKET 


Viewed as Stabilizer for 
Farm Income 


he 


WHY DEKALB 
QUALITY HYBRIDS 
ARE THE LEADERS 


trom Indians to Netreska farmers ash “Mow could 
the hybrids of tust one producer go on being the 
wading hybrids in every section? 


Chicago, Aug. 16.—The increasing 
acceptance of hybrid seed corn as 
an important farm commodity in 
the corn belt was pictured today by 
farm paper experts here as a de-| prcene Aeecytia thts: Be wd 
velopment likely to create several | a 
long-range shifts in the rural mar-| Wie Siccumwenn "ean, 
ket picture for general advertisers age. They Gene tho Garting Ce entietned exgumnsets 
as well as those concentrating on| "SESS Si 
farm areas. | ee ee 

The results of this development 
to date—substantial use of hybrid 


The first big reunan is abdlity 
DeKalb + comm breetions superton experts fie 


the genre of 


Champion corn beceders and they haw every taciiiey 


The testes and the 
ty De Ral vartety 


pertence af these ciperts ate behund 


san be canducted only by o farm erganize 
all ower the Corn Retr Sock is the Dea © 


seed corn dates back only four Aotrehverd Acuunteties 
years—include a “plus” 120,000,000 Dela Guiiy Heats. Weave ote Oohah oh oben . 


Be vee improved byhenis cach year 


bushels in this year’s corn crop and 
the emergence of several hybrid | 
seed producers as farm paper adver- | 
tisers of the first caliber. 

The “plus” yield, according to | 
Department of Agriculture estimates, | 
indicates that the total corn yield 
this year is 120,000,000 bushels more | 
than would have been the case with- | 
out the use of hybrid seed. 


| oi 
Effect on Farm Income e. lL. , 


Long-range results of use of hy- 
brid seed corn, as predicted by the 
farm experts, include stabilization of 
farm income in the corn belt as that 
likely to be of most benefit to the 
general advertiser. While such 
stabilization is not likely to take 
place overnight or as the result of | 
hybrid seed alone, it was asserted 

|that the latter 


5a | this fashion: 


UNUSUAL COVERAGE Production of greater 


less acreage; 


DeKalb, Iil., 


tural Association, 


Chicago, 


ee will be influential in 
yields from 
avoidance of damage 
by erosion; production of healthier, 
| sturdier corn; and expansion of the 
}corn belt area. 
| 

| Yields 10 to 30 Per Cent More 


Standard Material in Homes | 


Cireviation This Iseue 60.600 


F RACTICAL BUILDER 


peareal Deweted to the Proctical 


Pos Fis Cae tu tangents ww Eastern Buider Fan 


Flin ed 

Use of hybrid seed, it 
out, enables a 
corn 


was pointed 
farmer to 
acreage and_ still 
| Standard yield. Incidentally, this 
|was held to be quite in line with 
the government's objective, phrased 
by these experts as a greater diver- 
| sifcation of farm crops. 

| The hybrid seed, it is claimed, 
yields 10 to 30 per cent more per 
lacre than standard seed. In addi- 


obtain a 


M CONTRA f 


tion, such corn is held to be of 
A” tree Cann Cae " , P 
7 a better grade. Cost of the hybrid 
. |; seed averages $1 per acre. 
: fs Sas Pe =, | Hybrid seed can be developed to 


mae ree 


withstand a 


variety of forces, de- 


bye Ve x : pendent on location of the acreage. 
ori A |In some instances, seed has 
|produced to withstand frost, in 
lother cases it has overcome the 
jravages of the cornborer. During 
ithe drouth of 1936, 
with hybrid seed fared much better 
than others. 
Because of the 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers crops 
most direct method of contact at lowest 


cost with largest bona fide list. (Adver- 


tisement.) greater adaptabil- 


WHERE 
TEXTILE SALES 
ARE BEING MADE! 


The textile industry has always been among the leaders in recovery from 
depression periods. Present increasing plant operation with substantial pur- 
chase of machinery, equipment and supplies, indicate that textiles are again 
leading the way. 


A survey among 400 leading machinery and supply manufacturers shows they 
are getting 65.3°, of their textile orders from the South; 20.4°%/, from New 
England and 14.3°/, from all other sections. (Copy sent on request.) 


COTTON, Serving the Textile Industries, 


reaches the mill buyers throughout the country, 


its circulation paralleling the 
buying power. 


ATLANTA, GA. 
Thorough Coverage of Shecialicell’ Markers 


ELECTRICAL 
souTH 


reduce | 


been | 


planted | 


le . 
| Seed Company, 


| paper 


PHOTOS TELL HYBRID CORN STORY 


Dei athe tasflung cam breeding program in 
hades emer co periments on frost free tater 


Ml thee Pherkde Pverghedes This ematttes Leth ail 


p have (ee expermmental craps in one year 


WAKING ew DEKALB QUALITY WYBRIOS 


DeKalb's champs com Breeders have developed new 
hytreds New and even better than the oid 

sew 
hess 
You wi 
veh 


+ We ail So Gat 
Prewing itvell aes 


This is one page of a four- “page roto insert currently used by DeKalb Agricul- 
in several 
reasons back of its success with hybrid seed corn. 


Midwest farm papers to give the 
Frank Presbrey Company, 


is the agency in charge. 


ity of the 
climactic 
that its use will 

siderably widen the 
area of the nation 
brought up the 
proved 
where 


hybrid seed to 
serve to con- 
corm producing 

This view 
possibility of im- 
conditions in several areas 
farm income is poor. 

Sales resistance of farmers to use 
of the hybrid seed has been negli- 
gible, it was said. Fifty per cent of 
total acreage in Illinois and lowa is 
now planted with hybrid 
per cent in 
in Ohio and 35 per cent in Wiscon- 
sin, according to current estimates. 


seed: 20 


Creates New Industry 


Production of the hybrid seed 
has also created a new industry for 
the farm field. Five of the 
producers, whose sales four years 
ago were very modest, will gain an 
average gross volume of $1,000,000 
this year, it was estimated. 

Also starting from the scratch, 
promotional plans of these and 
other producers have grown to siz- 
able proportions in farm 


leading 


paper 


| linage. 

Among papers carrying current 
copy are the five papers of the Mid- 
west Farm Paper Unit, the Kansas 


Farmer, Missouri Ruralist and Ohio 


| industrial Advertisers Association is 
| participating in the popular sport of 
| issuing 
|making available to 


by its Boston chapter under direction 
of George T. Metcalf, 


| three sections under the headings, 


PROUD OF STATE 


Check Sheet 
Is Issued to 


NIAA Members. 


18.—The National 


Chicago, Aug. 


advertising check lists by 
members and 


non-members a new guide prepared 


- FISHING - 


head of the 
agency of that name. One ae yacad Great Assets 


The new check list is divided into 


|“What do you want to do?” “How| “2°20 Ss 

. : ” “ ee" ther” Basra Seamerhing” nat Qemt W ccxmee with eherne 
jare you going to do it?” and “Have <r cur Icncox THE MEAMIN 16 IM THE bOTIOe 
you done it correctly?” The first | umone's see Oe cour eae Bow BD 


| section contains three main points, 


'to do it?” section, asking, “Which of 


the second, 12, and the third, nine. 
An indication of the technique fol- 

lowed by the committee is given in 

Point 11, of the “How are you going 


these basic layout types will best fit 
the product and the story you want | 
to tell?” | 


Styles in Layout 


Seven various types of layout ave| Beaman” Ss Copy 
listed as follows: Poster style (con- | 
sisting mainly of a big picture, a Sings Praises 
of Texas, Too 


big logotype and a slogan); conven- 
tional style, similar to poster style, 


but with picture and_ logotype 
smaller, one usually at top and 
other at bottom of page, with head-| gan Antonio, Aug. 16.—A cam. 


line and block of text in between; | paign which achieves the dual effect 


full editorial style (mostly text); | of promoting both the state and the 
semi-editorial style, illustrations |gponsor’s interests has been 
smaller and advertisement mostly 


| setting of text in some peculiar way 
| > P 
to conform either 


| 


| photographs of the news type). 


varying | 
conditions, it was predicted | 


| 


Minnesota, 40 per cent | 


Farmer, each of which is running a 
special issue devoted to development | 


of hybrid seed. 
Leading producers 
Kalb Agricultural 
Kalb, Ill.; Pioneer Hi-Bred Corn 
Company, Tipton, Ind.; Pfister Hy- 
brids, El Paso, Ill.; Michael-Leonard 
Chicago, and Funk 
Company, Bloomington, 


Association, De- 


Bros. Seed 
Ill. 

The advertising campaigns waged 
by these and other producers will 
be devoted almost entirely to farm 
advertising, with some sched- 
uling 10 full pages a year. Other 
promotion includes local newspaper 
copy and some spot radio 

Agencies involved in 
paigns include 
pany, Chicago, for 
& Co. Des Moines, for Michael- 
Ford, Browne & Mathews, 
Chicago, for Pfister, and R. J. Potts 
& Co., Kansas City. for Pioneer 


“Gift” to Be Monthly 


Beginning with the September is- 
sue, A Gift to the Bride, MacArthur 
Publications, Inc., New York, will be 
published monthly 


these cam- 
Frank Presbrey Com- 
DeKalb: Fairall 


Leonard: 


include De- | 


leffort will be 


launched here by the Sax Antonio 


text: cartoon, including all of the 


; —. % Brewing Association, brewer of 
comics, strips or continuities; eccen- Pearl Lager beer 
tric (chief characteristics are the Pictorial interest in the copy 


now running in 96 newspapers in 
this territory, centers in a_ photo- 
graph devoted to one of “Texas’ 
Great Assets,” as each is captioned. 
Below this picture is a brief fea- 
ture story of place or product pic- 
tured along with regular commer- 
cial copy extolling Pearl beer. 
Success of the drive, according to 
Glad Rag Products Corporation,| Pitluk Advertising Company, the 
New York, is planning a national| agency in charge, is evidenced in a 
campaign for Glad Rag, a chemically | sales increase of 72 per cent record- 
processed cloth for cleaning and pol-| eq by the client. Typical Texas fea- 
ishing silverware and other metals. ‘tures used in the copy include such 
Magazines, newspapers and trade Pa | state crops as mohair, cotton, oil, 
pers will be used, and a test radio cattle, and other state features in- 
made in the fall. Don- | ‘ 7 
ahue & Coe, Inec., New York, has the | cluding modern highways, state 
account. parks, points of historical interest, 
— |hunting, fishing, and of course—the 


. yiece de resistance of all state vir- 
Cashay Appoints Storm |! 


tues, the climate. 
Cashay Corporation, New York, Newspaper copy is  bulwarked 
has appointed Charles M. Storm Com- 


“ ~ . with outdoor posters and sponsor- 
pany, New York, to handle advertis- 


with the idea or 
the page arrangement); news picture 
(advertisement made up mostly of 


The form is 
members at 


being sold to non- 
25 cents a copy. 


Drive for Glad Rag 


ing for Cashay internal sanitary puff, ship of we 15-minute — broadcast 
a substitute for a sanitary pad. Park over Station WOAI six nights 4 
& Tilford will distribute the product week. 

through drug, department and va-| eat mtg — 

riety stores. Women's magazines “Department Store 

F spapers will be usec 

and newspaper it 1. Buyer” Starts Soon 


Floyd-Harrison 
Risk Caw on | Exhibit pany, New York, will start Depart- 
One of the largest and most com- 
prehensive exhibits of insurance ad- 
vertising will be presented at the 
Hotel Syracuse, Syracuse, N. Y., Oct. 
2, when the Mutual Insurance Ad- 
vertising-Sales Conference opens its 
four-day conclave. More than 200 
companies will be represented in the 
exhibit. 


Handles Only Wax-Rite 


Appointment of Ruthrauff & Ryan, 
Inc., as agency for Vestal Chemical 
Laboratories, St. Louis, reported in | 
these columns recently, applied only 


Controlled circulation will embrace 
buyers and executives of department 
stores and retail specialty shops. 
Alvin Hirschmann is business man- 
ager and Joseph Spillane, editor. 


New Alcoa Film 


“Aluminum—Mine to Metal” is the 
title of an educational sound film re- 
|ecently released by the Aluminum 
Company of America. The Jam 
Handy Organization was in charge 
of the production. 


to the Wax-Rite retail account. | Now Fuller-Johnston 
Broeder Advertising Agency, St. Crown Headquarters, Inc., Buffalo, 
Louis, continues in charge of all|has changed its name to Fuller: 


other Vestal advertising. 


Johnston Advertising Agency. 


a 
WE REGARD 


THIS PHOTOGRAPH 


As one of the outstanding subjects | 
our catalog For eat mail, trade 
journal and local advertising, it 

be had for $10. Specially posed, t 
would cost not less than §200, anda 
where is the pho tographer who would 
guarantee to get this graphic dog 
action on order? We wouldn't 

H. ARMSTRONG ROBERTS 
4205 Locust Street, Philadelphia. P- 
Branch offices serving the following citie* 

Graybar Building, New York City 


201 North Wells Street. Chicago 
244 Washington Street. Boston 


ye hal 


Publishing Com- 


ment Store Buyer Oct. 1 asa monthly. 
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ADVERTISING AGE 17 


— 
_ 


HE annual convention of the National Industrial 
Advertisers Association will be held at the Hotel 
Statler, Cleveland, September 21-23. 


To industrial advertising and marketing executives 
that means the biggest and most important event of the 
year... an event which attracts hundreds of the most 
important men and women in industrial advertising to 
discuss the many problems peculiar to those charged 
with marketing goods to industry. 


To those who have something to say or to sell to 
industrial advertisers, it means an unparalleled oppor- 
tunity to “speak out in meeting” through the September 


issue of INDUSTRIAL MARKETING, which will be dis- 
tributed at the convention. 


Throughout the history of the N.1.A.A. the “conven- 
tion issue” of INDUSTRIAL MARKETING has been an 


accepted and expected feature at conventions. Because 


100 EAST OHIO STREET, CHICAGO 


N.I. A.A. members recognize INDUSTRIAL MARKET- 
ING as the ONE paper devoted solely and exclusively 
to their special problems, they welcome it as an old 
friend. They’ll carry it around, discuss material in it with 
their friends, probably refer to articles in it during the 
convention discussions. 


Your advertisement in this issue, therefore, will 
“cover’ the convention for you more effectively than you 
could do it yourself. It will reach EVERY delegate in 
attendance ... it will tell your story to them at exactly 
the time when they are most seriously thinking of their 
advertising and merchandising programs for the coming 
year... when 1938 programs and media lists are the 
principal topics of discussion. 


Forms for this issue close August 26. Make sure 
now that your story will be adequately told. Regular 
rates apply. 


TOUS TRIRL MARA ET 


330 WEST 42nd STREET, NEW YORK 
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ADVERTISING AGE 


August 22, 193g 


LUX DRAMATIC 
SHOWS CONTINUE 
FOR THIRD YEAR 


Pall Mall, Texaco Plan New 
Programs for Fall 


New York, Aug. 18.—-Lever Brothers 
has renewed the “Lux Radio Theatre” 
on 84 CBS stations, effective Sept. 12 
when the program will start its third 
consecutive year. The broadcast will 
continue at the usual time, 9 to 9:30 
p. m. Monday. J. Walter Thompson 
Company, New York, is the agency. 

Duchin for Pall Mall 

American Cigarette & Cigar Com- 
pany, for Pall Mall cigarettes, has 
signed Eddie Duchin and his orches- 
tra for a half-hour broadcast over 57 
stations in the NBC Red network, 
starting Sept. 5. The program will 
be heard Monday from 9:30 to 10 
p. m. Compton Advertising, Inc., 
New York, handles the account, 


Texaco Plans New Show 


Texas Company will sponsor a new 
full-hour program over the CBS net- 
work this fall. The time has been 
set for 9:30 to 10:30 p. m. Wednes- 
day but the nature of the program, 
and the starting date, have not yet 
been announced. Buchanan & Com- 
pany, New York, is the agency in 
charge. 


Campbell's Fifth Year 


“Hollywood Hotel,” sponsored by 
Campbell Soup Company, will start 
its fifth year on the CBS network 
Sept. 9. The program will be heard 
over 58 U. S. stations and 25 Cana- 
dian affiliates, Fridays from 9 to 10 
p.m. The agency is Ward Wheelock 
Company, Philadelphia, 

All-Girl Band for G. E. 

General Electric Company has re- 
newed the “Hour of Charm” pro- 
gram, featuring Phil Spitalny and his 
all-girl orchestra, over the NBC Red 
network, effective Oct. 3. The feature 
will be heard Mondays from 9:30 to 


10 p.m. Maxon Inec., New York, has 
the account. 


Kellogg Changes Feature 


Kellogg Company, for Krispies, 
has replaced lreene Wicker’s “Sing- 
ing Lady” program with “Don Wins- 
low of the Navy,” over 21 stations in 
the NBC Blue network. Broadcast 
Monday through Friday from 5:30 to 
5:45 p. m. EDST, it will also continue 
to be heard on a limited Red Net- 


work from 7 to 7:15 p. m. It is ex- 
pected that additional stations will 
be used on the Blue network after 
the first of September. Hays Mac- 
Farland & Company, Chicago, is the 
agency. 
Corn-Kix on Air 

General Mills Inc., will 
“Happy Gilmans,” a dramatic serial, 
over 14 NBC stations beginning Aug. 
22, for Corn-Kix. 
Mondays through Fridays, 1:45 to 2 


p. m. EDST, will immediately precede 


the Gold Medal Hour. Agency is 


Blackett-Sample-Hummert, Inc., Chi- 


cago. 
Knox Back After Lapse 


Charles B. Knox Gelatine Company, 
Johnstown, N. Y., returns to the air 


Sept. 16, after an absence of six years, 


with “Woman’s Page of the Air.” The 
program will be heard Friday, 6:30 


to 6:45 p. m. EST, over five NBC sta- 


tions. Kenyon & Eckhardt Inc., Nerv 
York, has the account. 


Gridiron Dope for Chesterfield 


Eddie Dooley will broadcast his 
“Last Minute Football News” twice 
a week beginning Oct. 6, for Liggett 
& Mvers’ Chesterfield cigarettes. 
The program will be broadcast over 
51 NBC stations, Thursdays and Sat- 
urdays, 6:30 to 6:45 p. m. EST. 
Newell-Emmett Company is the 
agency. 

Dog Program to Bow 


Modern Food Process Company, 
Philadelphia, will start a new series 
of “dog hero” stories over 11 NBC 
stations Oct. 16. Program will be 
heard Sunday from 8 to 3:15 p. m. 
Clements Company, Philadelphia, is 
the agency. 


Wheatena Appeals to Kids 


Wheatena Corporation, Rahway, 
N. J., will sponsor a new series of 
children’s programs over 12 MBS sta- 
tions beginning Sept. 16. Rush Ford 
will be featured, and the broadcasts 
will be heard Mondays, Wednesdays 
and Fridays, 5:45 to 6 p. m. Rohra 
baugh & Gibson, Inc., Philadelphia, 
is the agency. 


“Better Weeklies’ ’ Is 


Convention Theme 


“Better Weeklies—for Publisher 
and Community” has been selected as 
the general theme of the annual 
Newspaper Institute or Editors’ 
Short Course set for Sept. 16-17 at 
Cornell University, Ithaca, N. Y. 

The board of directors of New York 
Press Association will meet at Cor- 
nell in time to plan for winter activi- 
ties, including the annual meeting at 
Syracuse, Jan. 27-28. 


Cooper Joins Sears 
Harry A. Cooper, formerly in the 
publicity department of Ruthrauff & 
Ryan, Inc., Chicago, has joined Sears, 

Roebuck & Co. as a copywriter. 


present 


The new program, 


a 


THE CUSTOMMERS BOLLAR 


Tee chart below takes ane Geller 6 spent with as 
ie 1997 amé shows exectly whet happened to every 
eant. Tale came division applies to every éoller of 
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MERE ARE 100.00 CENTS OF A CUSTOMER'S BOLLAT 


= 


6350 CENTS GO FOR COST OF MERCHANDISE 


—————— 


LEAVING 36.50 CENTS TO RUN THE BUSINESS 


Big Store to 
Tell Division 
of Its Revenue 


Baltimore, Aug. 16.—Thomas P. 
Abbott, president of Stewart & Co., 
a leading Baltimore department store 
which recently published a booklet 
showing employes how revenue was 
spent, is planning to take the pub- 
lic into the store’s confidence also, 
he said today. 

Mr. Abbott said that he has 
reached the conclusion that retail- 
ers have nothing to lose and every- 
thing to gain by publishing state- 
ments showing expenditure of the 
customer’s dollar in detail. The ma- 
jority of consumers, he argues, have 
an erroneous conception of the size 
of the retail profit margin and would 
demand less service if they really 
knew how slim it is. 

In the employe booklet, 
partment store reported that 
than 63 per cent 
goes for merchandise. Of the 37 
cents left of each dollar, employes get 
17.9: advertising, 4.07; rent and heat, 
3.55: miscellaneous, 2.84; taxes, 2.25; 
delivery, 1.75; building upkeep, 1.37, 
leaving 3.15 cents, plus interest for 
the stockholders, making the latter’s 


more 


share, 3.5 cents. 


New Weekly Bows 


News Publishing Company, Browns- 
ville, Tex., has started publication of 
the Brownsville News, a weekly news- 


paper. 


the de- 


of gross revenue 


GOOD BOY, JOHN, 
| THINK | CAN REALLY 
DO A SALES JOB NOW 


| FOUND JUST THE 


INFORMATION YOU WANTED 


IN ADVERTISING AGE 


| Where The Customer's Dollar Goes 


= 


1790 CENTS ARE 
SPENT In PAYROLL 


= 407 CENTS IN ADVERTISING 


3.55 CENTS FOR RENT WEAT ETC 


pe 


2.04 CENTS FOR MISCELLANEOUS 


——— >= 


2235 CENTS FOR Taxes 


179 CENTS FOR DELIVERY 
137 CENTS FOR BYILDING UPKEEP 
MAKING A TOTAL OF 33.77 PAID-LESS 42 CENTS Paid 
BY LEASED DEPARTMENTS MAKES A TOTAL OF 3335 Cents 
DEDUCT THIS FROM THE 3650 CENTS 
AMD WE HAVE 315 CENTS LEFT 
TO WHICH 35 CENTS INTEREST IS 


ADDED AND WE HAVE 350 CENTS 
LEFT FOR THE STOCKHOLDERS 


— 


Parker Pen to 
Touch Lightly 


on Anniversary 


(Picture on Page 27) 

Janesville, Wis., Aug. 18.—A semi- 
centennial advertisement of Parker 
Pen Company which appeared in the 
current issue of The Saturday Eve- 
ning Post will probably be the only 
one in the fall and winter campaign 
of the pioneer fountain pen company 
devoted completely to the company’s 
long service to the public. 

Although the company is proud of 
its record as a pioneer, it feels that 
the story of 50 years of continuous 
existence is one which could easily 
be overtold. Hence the anniversary 
theme will be limited to logotypes in 
the fall campaign in ten magazines, 
73 newspapers and a long list of col- 
lege papers. Display material also 
includes this motif. 

The objective of the fall campaign 
is to combine the story of ripened ex- 
perience and skill with that of a 
forward looking organization which 
is never satisfied with past achieve- 
ments, but is pressing constantly on 
to new frontiers. The drive will con- 
tinue to feature famous names as de- 
votees of the Parker Duofold while 
throwing into the scales the stability 
and reputation guaranteed by the 
company’s half century of service to 
pen users. 

On the magazine schedule are, be- 
sides the Post, American, American 
Boy, Boy's Life, Collier’s, Esquire, 


| Open Road for Boys, Redbook, Schol- 


astic and Woman's Home Companion. 

Newspaper copy will include black 
and white, color, color roto, and mon- 
|otone gravure, with size of space also 
running the gamut. Blackett-Sam- 
|ple-Hummert, Inc., Chicago, is the 
jagency, with L. A. Crowell account 
executive. 


Allcock Copy Released 


Allcock Mfg. Company, Ossining, 
N. Y., has launched a newspaper and 
magazine campaign for its Courte- 
nay’s Manicare, curticle remover. 
Seven national magazines, the New 
England Gravure Group and the Syn- 
| dicate Store Merchandiser are sched- 
uled, with Small & Seiffer, Inc., New 
York, the agency in charge. 


Kirby & Higby Starts 
Kirby & Higby has been formed to 
conduct a general advertising busi- 


Heistand to “Press” 


I. B. Heistand, formerly advertis- 
Vercury 
Manhattan, Kan., has been 
to a similar post on the 
Press, Woodward, Okla., suc 


Maurice Moore, resigned 


ing manager of the 
Chronicle, 
appointed 
Daily 


ceeding 


TORONTC 

MONTREAL 
WINNIPEG 
LONDON. Erg 


|ment of 


ness in New York, with William A 

Kirby, 65 Cochran Place, Valley, 
Stream, L. 1. and Thomas Hickey, 
1124 Woodycrest avenue, Bronx, 
listed as directors 


GIBBONS KNOWS CANADA 


| J. J. GIBBONS LIMITED - 


— 


Coming 
Conventions 


Sept 12-13. Annual convention, In. 
surance Advertising Conference, 
Oyster Harbors Club, Osterville, Mass. 

Sept. 12-16. Semi-annual conven. 
tion, Premium Advertising Associa. 
tion, Hotel Astor, New York. 


Sept. 16-18. Annual convention, 
Continental Agency Network, Chi. 
cago. 

Sept. 18-21. Annual convention, 


Mail Advertising Service Association, 
Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore Ho- 
tel, Atlanta. 

Sept. 19-23. Seventh Internationa] 
Management Congress, Washington, 
D. C. 

Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference on 
Distribution, Hotel Statler. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 4-5. Annual meeting, National 
Publishers Association, Skytop Lodge, 
Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 
tional Advertising Agency Network, 
Washington, D. C. 

Oct. 10-14. Annual convention, Na- 
tional Association of Retail Drug- 
gists, Hotel Sherman, Chicago. 

Oct. 18-19. Fall convention, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 20-21. Annual meeting, Audit 
Bureau of Circulations, Chicago. 

Oct. 21-Nov. 3. Annual conven- 
tion, Financial Advertisers Associa- 
tion, Fort Worth, Tex. 

Dec. 27-30. Annual coarvention, 
American Marketing Association, De- 
troit. 


Organize Community 


Educational Clubs 


Community Educational Clubs, 
Inc., has been organized at 840 N. 
Michigan avenue, Chicago, to offer a 
sales engineering service for national 
advertisers through retail druggists. 

R. B. Andersen, formerly merchan- 
dising manager of the Chicago 
Tribune, has a similar title with the 
new company. J. H. Lynch, formerly 
Western director for the Atlantic 
Monthly and House Beautiful, is ad- 
vertising manager. Other members 
are Raymond T. Moloney, chairman 
of the board and treasurer; George 
Moloney, president; A. D. Fell, vice- 
president and sales manager, and 
Thomas C. Flanagan, secretary and 
maintenance manager. 


Denny, Steinbruch 
in New Radio Posts 


Charles Denny, formerly commer- 
cial manager of Station WSYR, Syra- 
cuse, N. Y., has been named general 
manager of Station WJTN, James- 
town. 

Herman Steinbruch, of New York, 
has been appointed general manager 
of Station WNBX, Springfield, Vt.. 
replacing Phil Hoffman who has been 
transferred to Syracuse as national 
sales manager for Stations WSYR, 
WJTN and WBNX, all of the Central 
New York Broadcasting Corporation 


Sherrod Is Chairman 

Virgil V. Sherrod, advertising man- 
ager of the Journal, Perry, Okla., is 
chairman of the regular fall meeting 
of the advertising managers’ depart- 
the Oklahoma Press Asso 
ciation to be held on the University 
of Oklahoma campus, Norman, 
Oct. 30. 


Austin Joins TWA 


William J. Austin has resigned 45 
vice-president in charge of traffic for 
Pennsylvania-Central Airlines to join 
Transcontinental & Western Altr, 
Inc.. as manager of national ac 
counts. His headquarters will be 1” 
Kansas City 


ADVERTISING AGENTS 
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August 22, 1938 


ADVERTISING AGE 


— 


PRIZE WINNER IN WATER HEATER CONTEST 


ASK THE BABY— 


Electrically Heated Water Is Important to Him 


tant to the youngster. 


Hot water is a necessity in the 
proper care of the baby. Hot wa- 
ter for bathing — for washing — 
for preparation of food, for hot 
water bottles and many other 
daily uses. Hot water is impor- 


An automatic electric water 
heater will supply abundant hot 
water on tap 24 hours a day. Al- 
ways the right temperature—al- 
ways ready. And — after it is 
installed it requires absolutely 
no attention — there is not even 
a switch to turn. 


THE TENNESSEE @ ELECTRIC POWER CO. 


te Your Elance Service Is « Developmen of Private Enteprise 


This series of advertisements won second prize in a competition sponsored by 


the National Electric Water Heating Council. 


First honors went to Northern 


States Power Company, Minneapolis; third prize to Wisconsin Michigan Power 
Comper, Iron Mountain, Mich. 


Shredded Wheat 


Loses English 
Brand : Identity 


London, England, Aug. 8.—The 
trade mark “Shredded Wheat,” prop- 
erty of Shredded Wheat Company, 
Ltd., Was ordered expunged from the 
British Register of Trade Marks in 
a decision just handed down by the 
High Court of Appeal, following the 
successful appeal of Kellogg Com- 
pany of Great Britain, Ltd., from the 
ruling of a lower court. 

Stay of execution of the order has 
been granted the Shredded Wheat 
Company, which asked permission 
for leave to appeal to the House of 
Lords. Provided an appeal is en- 
tered by Oct. 15, the stay will be 
continued until the appeal is decided. 
Meanwhile, Shredded Wheat may not 
take any proceedings in relation to 
infringement of the mark. 

At the first trial of the case Kel- 
logg contended that the Shredded 
Wheat mark was wholly descriptive 
of the goods sold, was the only nat- 
ural name of the product, and was 
therefore incapable of registration. 
That was disputed by Shredded 
Wheat, which maintained that the 
words “Shredded Wheat” were dis- 
tinctive of its product. The court 
upheld the latter contention but was 
overruled by the High Court of Ap- 
peal. 


Majestic, Sholese 


In Sales Tie-up 


Mfg. Company, St. 
manufacturer, and 


Majestic 
range 


Louis 


Company, Kansas City, producer of 
bottled gas, have launched a sales | 
tie-up which involves manufacture 
aud sale of a new line of ranges es- 


pecially 

These will be sold through approxi- 
nately 1,000 Skelgas dealers in the 
Midwest. 


equipped for use with Skel- 


. 
Payco Appoints 
Federated Sales Service, Boston, 
been appointed sales and market- 
counsel for the Payco Corpora- 
Leominster, Mass., manufacturer 
the Unique comb and file. 


Marvin Promoted 


of 


William §. Marvin, head of the 
paper department of Picard Ad- 
sing Inc., New York, for the past 


years, has been elected secretary 


company. 


DISPLAYS 


ners & Builders 
ION - EXHIBITS 


iNDOw, mention ‘ } TRAVELING DISPLAYS 
ADVERTISER'S, DISPLAY STUDIOS 
Se. Wabash 


Ave. - Chicago, Ill. - Webster 4236 


Skelgas | 


Brene-Saltser 
President, 47, 


Diesin Canada 


Baltimore, Aug. 16.—J. Edward 
Murray, president of the Emerson 
Drug Company and Bromo-Seltzer 
Company of Canada, died yesterday 
at his summer home near Toronto, 
according to word received here. Mr. 
Murray, who was only 47 years old, 
assumed the presidency in 1936, fol- 
lowing the death of Philip I. Heuis- 
ler, Sr. 

A nephew of the late Isaac Emer- 
son, founder of Bromo-Seltzer, Mr. 
Murray joined the company about 
1910 and as assistant treasurer en- 
joyed an excellent opportunity to 
learn every detail of the business. 
He later was appointed treasurer, a 
post he held until elevated to the 
presidency. 


JACK SPELLMAN DEAD 


Chicago, Aug. 16.—John Lawrence 
Spellman, public relations manager 
of the Illinois Bell Telephone Com- 
pany, died at his home here Saturday 
night. Mr. Spellman, who was 53 
years old, joined the telephone com- 
pany in 1920. He used both advertis- 
ing and publicity effectively in the 
public relations program of the tele- 
phone company. Mr. Spellman, who 
was actually advertising manager, 
regarded newspapers as his primary 
medium. 


| 


Mr. Spellman began his business 
career with the city news bureau in 
Chicago. Later he served the Chi- 
cago Tribune and several other Chi- 


cago newspapers. 


E. S. WELLS DEAD 


Los Angeles, Aug. 16.—Edwin S&S. 
Wells, for many years in the adver- 


tising department of the Chicago 
Daily News, died here yesterday. Mr. 
Wells’ service dated from 1893 to 


1933. He 
and came 


R. H. EBERT PASSES 


retired in the latter year 
to California to live. 


Milwaukee, Aug. 16.—Rudolph H. 
Ebert, 59, president of American 
Electrotype Company, died yesterday 


of a heart attack. Prior to his asso- 
ciation with the electrotyping com- 
pany, which he headed for 16 years, 
Mr. Ebert worked for Germania Pub- 
lishing Company. 


Janesville, Wis., Aug. 16.—Thomas 
Murphy, 47. for many years business 
Janesville died 


the Gazette. 


worked for the 


| 


before joining the Gazette 
He was a director of the Newspaper 
Advertising Executives Association. 


Kill Measure 7 
to Limit Use 
of Poster Copy 


Albany, N. Y., Aug. 16.—Proposed 
restriction of outdoor advertising by 
constitutional provision was defeated 
here yesterday when the state’s con- 
stitutional convention voted to dis- 
charge from the committee on high- 
ways, parkways and grade crossings, 
an amendment which would have au- 
thorized the legislature to limit the 
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erection of “signboards and other ad-| 


| vertising devices” in the Adirondack 
and Catskill Parks, and on the state’s 
| parkways and scenic highways. 
While the suggested regulation 
was limited in scope, 
| ally 
As originally drafted, 
ways in the state, but it was changed 
by its sponsor, 
conservation commissioner, 
tempt to meet some of the objections | 
against it. 

Mr. Osborne 


} 


declared that his 


a 


WA 


. 


My a) 


Fam, te) Cees eee 


Lithgow Osborne, | 


in an at-| mum of 20 words, effective with the 


boards except those which are now 
maintained in defiance of statute. Op- 
ponents of the proposal argued that 


all the regulation that is necessary is 
'contained in existing laws. 

it was gener-| 
regarded by advertisers as an | 
|opening wedge to further restrictions. | 
the amend-| 
ment would have applied to all high- | 


New Crowell Rate 


Crowell Publishing Company has 
announced that its rate for non-dis- 
play classified in the Country Home 
will be 60 cents a word with a mini- 


Present orders are 
definite insertions 


November issue. 
| protected on all 


| now scheduled through the March 
| issue. 
measure would not affect any sign- | 


Regular agency commission 
and discount are offered. 


See 
MN) 
aR ie bd 
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Way! 
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above. 


THOS. MURPHY STRICKEN 


manager and advertising director of | 
Aug. 13. | 
A native of Minneapolis, Mr. Murphy | 
Minneapolis Tribune | 
in 1908. | 
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Here these progressive newspapers 


ing it more solidly. 


ONE 
UNIFIED, 


The Salt Lake Tribune 


National Representatives: 


REYNOLDS-FITZGERALD, INC. 


a ii \: 


pverroverrTytr 


~ MORNING AND SUNDAY 


ex ye ATRIBUNE- TELEGRAM BUILDING 


PEOPLE 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


r 
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Another Expansion 
for Batter Sorwice 


Eight times in 67 years, The Salt Lake Tribune has outgrown its facili- 
ties, has moved to larger quarters. With its companion newspaper, Salt 
Lake Telegram, it now occupies the modern 10-story building sketched 
the one metropolitan news- 
paper medium substantially serving the Salt Lake Market Area—have 


every down-to-the-minute advantage for efficient news-gathering, editing 


and publishing—for reaching out to an ever growing market and unify- 
Advertisers naturally are benefited. 


Salt Lake Telegram 


EVENING ONLY 


em =) | oe re 
— i ee _ eee 
eee ee a eS Se ee ee le 


“a 
Po ee 19 
—==o A, TO A ELS LE LL A TE A LT TR = st 
eee >. 3 oi he Rg | See » ; Sa — 2 — of 
te vay, a \ 3 a ee 
ot cae ee , 
ae <= Ki Ze “9 < v 4 Te a ° 
Tees “Ons BP thes { a tye Rg b. e = | 
— a a - ~ Se = - : — —— : ce _ 
re ream ~ } 
Fs “et AE ‘ } : 4 
a = —~— = a 
= : oe —____ — — ——— d —_— .—— eee ES are ° ; i 
. = Sa . s a -4 ; a fay 2 gue... 4 
ey i ee ad = * 
5 al) ||) TT tens & i ae 
Ta) Rs ~ ASE an Dh SS anne ee 
it ,  aitG - ge 
on Pe el | | ir} ON Be oe) ai | : 9 
oy 2 1} = U3 tae i + . oe. 
447 CRB Rs tales é 
a Be i c4e8 “| 5, SEL er gE : 
. Pag ae fae jst ig. | soe ee 
a —_ | ai Pe | BESS) SES + Es 2 ’ — 
ay a ees me a | ia two | a 
c rr = | ie i>" a a . 
— Fre eer) m 
ae | <i) ("|| 1] | SR ee id 
é yee an = : ' | ! r a SSE : i: 
ae fee ACK Miss =") " 
ag) fo = ~eP—|)-") SS Be eee a 
ye cigs 2 _— i I . l =) 2 St =x} ee aa a 
— a ‘Wal sid i 
ar) we ‘ 3 sce Ea ae. 
ee 4 ee : i * = bi E | on —_, 4 oe 
| Fe aie 2 } oo) Sa = ee T\ ze 
| eee Be ee ee - * 
| ; Let 4] 20s a | }_ re | a M Saat ec, 
. cae eee Sse — =) aly ay 
. rai a : } ” | = F “Tee : ag ff mo Ary ‘al & a, 
‘eee tee rid EE Yeo | yi ies  & 
. 5 ; - a ee \ ‘ = ~Saeees : Sal 1-1] 4 : =F 4 " 
| aR aoe FS SS Se wah. ; 
| freer et i 7S ae pe ee — . 
| Vf Gee eae ee : 
+) Begicbes — Li LS SS ee OU!Ut«C -. 
| | » J ae , 
| — a= . pee RE LT OTT NT ; we : F 4 
- pm: ae PS a 3 
met. u H i h by 4 j } \ a ee, 
| awe re yew ie 4 ie a, i Reg ay 
a) . - oS pa WO = oi oS a 
a a ree pos Sass ey — 
st ae ee a St 4 
a, ed : 
: (4 GORNCK ay 
| ‘ 
| - 
| a 
| 4 
| ? 
ee 
ae PY ba 
ee] 
: - , ." wd Ps \ ; a 
| Pe po : | es | NAL 
= r — hy Ft oe ] 
ae ie 8164 4 
BIG CITY ee Geen | a 
| I Lr 5 8 - on 
; MARKET ‘Wee es / : 
ve Se = ile hy ? = 
og | ‘S —" ead 
eC“; 

— | . 
oa 
ha" 

: : é i : ae 
>» . a ™*. ? 7 ie rc : iS ; ¥ ‘ * a : ‘ e ; mee? adie 


20 


August 22, 1938 


CANNON MILLS’ 
SILK HOSE IN 
CONSUMER DEBUT 


Private Label Business Will 
Continue 


(Picture on Page 1) 

New York, Aug. 17.—First con- 
sumer promotion of its new line of 
hosiery will be started this fall by 
Cannon Mills, Inc., with the opening 
shot consisting of a double-truck in- 
sertion in Vogue. Full pages in that 
magazine will be devoted to hosiery 
copy for the balance of the year and 
in addition a box featuring the line 
will appear prominently in all regular 
Cannon sheet and towel advertising. 

The list in which Cannon advertis- 


ing will appear regularly includes 
American Home, Better Homes and 
Gardens, Brides Magazine, Good 


Housekeeping, Harper's Bazaar, La- 
dies’ Home Journal, McCall's, Vogue, 
and Woman's Home Companion. The 
agency is N. W. Ayer & Son, Inc., 
New York. 

Cannon has been manufacturing 
silk stockings for 20 years but until 
last year they were distributed en- 
tirely under private labels. Decision 
to bring out a trademarked line of 
stockings, under the Cannon name, 
was made edfly in 1937, and the plan 
was announced to the retail trade at 
that time. Distribution will be 
through department stores. 


Private Brands to Continue 

The company will continue its pri- 
vate label business, but an aggressive 
merchandising campaign will back up 
the introduction of the new Cannon 
line. 

While no regular radio advertising 
is included in the consumer promo- 
tion program, Cannon worked out an 
arrangement with Jergens-Woodbury 
Sales Corporation whereby the new 
stockings were selected for a special 
premium offer which is being fea- 
tured currently in the Sunday eve- 
ning Jergens-Woodbury program over 
the NBC blue network. 

In addition to the Cannon label, the 
new stockings will bear distinctive 
trade names. These will be available 
for retailer's exclusive use, if desired. 
For instance, there will be Cannon’s 
Fine Spun, Camelot, Corintina, Mari- 
anna, Rosaleen, and many others, cor- 
responding, in general, to current 
designations on Cannon sheets and 
towels. 

Each of these lines will include a 
complete range of colors and prices 
from 69 cents to $1.15, retail. The 
Cannon “handy pack" method of 
packing will be used, with each pair 
sealed in cellophane at the factory 
and sold three to a box. 


K. C. Club Moves 


The offices of the Advertising Club 


of Kansas City have been moved 
from the Hotel Baltimore to the 
Hotel President. 


‘ager, 


Hooper Rates 
McCarthy and 
Benny as Tops 


New York, Aug. 17.—Charlie Mc- 
Carthy was the leading radio star for 
the first six months of 1938, with 
Jack Benny second, according to the 
semi-annual summary of findings on 
evening programs released today by 
C. E. Hooper, Inc. 

The Chase & Sanborn dummy 
boasted an average listening audi- 
ence of 35.4 per cent of the radio 
homes interviewed, as compared with 
30.4 per cent for Jell-O. Hooper then 
reports a five-point drop to the next 
two in order of popularity, Lux 
Theater of the Air and Kraft’s Bing 
Crosby show being practically tied. 

The report is based on nearly 
500,000 coincidental telephone calls. 
It includes two new sections in which 
records made by programs are shown 
in detail and in averages by nine 
different commodity groupings—bev- 
erages, food, cars, gasoline-tires, cos- 
metics-toilet, cigarettes-tobacco, 
dentifrice-medicine, electrical and 
miscellaneous. 

The breakdown also covers nine 
types of entertainment—comedy-va- 
riety, variety, non-serial drama, serial 
drama, specialties, symphony-semi- 
classical music, dance orchestras, 
commentators and _ miscellaneous. 
Product group averages range from 
a high of 16.6 per cent to a low of 
6.6 per cent. The extremes are more 
widely spaced by entertainment 
types—from 19.2 to 4.6 per cent. 

Ability of advertisers to register 
their product name with listeners 
varies from such highs as Ford, with 
96.4 per cent, and Lux, with 95.9 per 
cent, to others on which sponsor 
identification is below 40 per cent. 


Magazine Campaign 
for Old Crow Whisky 


National Distillers Products Cor- 
poration, New York, has launched a 
magazine campaign for Old Crow 
whisky, with September issues, using 
two colors in full and half pages. 
Lawrence Fertig & Co. is the agency. 

The schedule includes Country 
Life, Esquire, Fortune, The New 
Yorker, Stage, The Sportsman, Time 
and Town & Country. 


WCTU Has Movie 


“Pay Off,” a sound motion picture 
sponsored by the Women’s Christian 
Temperance Union, will have its pre- 
mier showing at the WCTU conven- 
tion in San Francisco Aug. 15. The 
Jam Handy organization is the pro- | 


ducer. | 
‘ 

Carl Schleicher & Schull Company, | 
New York, manufacturer of special | 
paper for industrial and commercial | 
use, has placed its advertising with 
O. S. Tyson & Co., Inc., New York. | 


Tyson Appointed 


Nelson Promoted 


James M. Nelson, senior account | 
executive in the New York office of 
Ralph H. Jones Company for the past 
two years, has been appointed man- 
succeeding F. F. Jordan. 


SEVEN PH 
PLANTS 


fu 


M 


a F ( 4 9 


to serve YOU better! 


=e 


antee of faster service. 


QUALITY that only Rapid offers .. . 
CALL better ‘stats every time because Rapid 
specializes in 
sti 


General Offices: 360 N. Michigan, Chicago 


OTOSTAT 
WHY? 


ven modern plants in seven care- 
Ily selected locations are your guar- 


ore important than speed is the 


making better photo- 
uts . .. faster! Get more for your 
at dollar—call Rapid today! 


te 


CHICAGO—Four plants 
All phones: STAte 5977 


CLEVELAND—MAin 9335 


NEW YORK—Two plants 
All phones: VA. 3-3680 


ADVERTISING AGE 


Getting Personal 


Thomas J. Watson, pres., International Business Machines Corpo- 
ration, and one of America’s most traveled business executives, is mak- 
ing another trip to Europe, with ten countries on his schedule. He 
will complete 25 years service with IBM on May 4, 1939, and the occa- 
sion has been designated “IBM Day” at the New York World's Fair... . 
William S. Paley, pres., CBS, tried for a month to get away for a Euro- 
pean vacation. He finally made it Aug. 10 when Cunard line officials 
delayed the sailing of the Queen Mary long enough for the radio execu- 
tive to climb aboard... . 

George Morris, ad. exec., New York Daily News, who suffered in- 
ternal injuries in a train wreck near Toledo recently, is recovering 
after an operation. . . . Harold C. Wheaton, a copywriter for Muir & 


Co., Manhattan agency, was drawn for the blue ribbon grand jury to 
serve in the trial of Tammany leader Jimmy Hines but was dismissed 
when challenged by the defense attorney... . 


MAESTRO ROLE FOR RCA CHIEF 


Thomas Joyce, advertising manager, RCA Victor, realized a life-long ambition 

recently when he conducted the Philadelphia Summer Orchestra briefly before 

an audience of RCA Victor workers at Camden following the company's Magic 
Key radio broadcast. 


Stanley Resor, pres., J. Walter Thompson Company, is taking it 
easy at his Wyoming ranch. Cc. W. Horn, director of research, 
NBC, is on a month’s trip to England, France, and Italy to check on 
broadcasting facilities for international programs. . . 

Ted Woodyard, pres., Woodyard Associates, newspaper rep., hasn't 
had a pair of shoes on in a long time, A blood clot on one foot has 
made it necessary for him to hobble about as best he can with one shoe 
and one slipper. ... 

Mrs. Mable Hanford, trade paper space buyer, BBDO, is con- 
valescing at home after a fall which sent her to the hospital. 
Monroe Hellinger, radio dept., Lord & Thomas, has been out of the 
office on sick leave. Back in his college days, Monty was editor of a 
humor column in the Cornell Daily Sun... . 

Silliman Evans, ch. bd., Maryland Casualty Company, and publisher, 
The Nashville Tennessean, is en route to London where he will serve 
on an international arbitration committee on insurance, Ta Pe 
Mueller, bus. megr., Newsweek, is trying to forget office worries and 
city heat at Lake Champlain... . 

Oliver P. Newman, dir. pub. rel., BBDO, flew to Santo Domingo to 
receive from that republic the Order of Merit of Juan Pablo Duarte 
for his services in helping to rearrange the Santo Domingo for- 
eign debt several years ago. President Rafael Trujillo made the award 
and entertained the major at the presidential palace. .. . 

W. G. Youngholm, eastern -— 
regional s. m., Real Suk Hosiery 
Mills, Inc., was feted by fellow 
employes on the occasion of his 
52nd birthday. P. O. Ferrell, v.p. 
and gen’l s. m., was one of the 
speakers. Robt. L. Welch, 
radio dept.. Young & Rubicam, 
Inc., is honeymooning in Banff. 


WHERE'S THE RAIN? 


Kallie Foutz, assistant a. m., 
the Paris Company, Salt Lake City, 


won the ugly duckling contest 
sponsored by Bonwit-Teller Com- 
pany and Mademoiselle and left 
for New York Aug. 13 to learn 
how to become a Cinderella. 
Friends say Miss Foutz was 
libeled by the award. ... Walter 


Zivi, Selviair Broadcasting Sys- 
tem, collaborated on “Come Blow 
Your Horn,” the advertising com- 
edy which destined for 
Broadway. 


Thomas C. Burchard, a. m., 


seems 


L. J. 


Company, shields Frank Couzens, former 


Michelson, Simons-Michelson 


Murphy Products Company, Bur- Mayor of Detroit from an “invisible” 
lington, Wis.. took Evelyn S._ shower as he selects his clubs at a re- 
Uebele to wife Aug. 10. Ar- cent stag party, at Franklin Hills Coun- 
thur D. Hecox, publisher of The try Club, Detroit. Others are Maurice 
Saratogian, Gannett daily in Sara- Aronsson, president, Aronsson Printing 
toga Springs. N. Y., has been act- Company (left), A. J. Lautmann, presi- 
ing as host to celebrities during 9"  lodent Toothpaste © Company 
the racing season (seated). 


John Roosevelt, youngest son of the President, also has picked an 
advertising He has joined the promotion staff of William 
Filene’s Sons, Boston department store. . . .Edgar Guest was the guest 
of executives of BBDO and CBS last Wednesday night after his House- 
hold Finance broadcast when the news leaked out that it was his 57th 
birthday 

E. D. McDaniel, manager for White Laboratories. Newark, 
was the hero of a thrilling, albeit fictitious “mercy flight” the other day, 
when imaginative reporters misconstrued one of his business trips as a 


career 


sales 


Visit to the Dionne quints’ domicile . Sidner Garfield, exec. v. p. of 
Hirshon-Garfield, Inc.,. New York agency, has become a columnist and 
is being used by four department stores carrying identical lines of 
men's apparel 

oot ‘ 


Radio Merged 
by Macquarrie 
in Australia 


Los Angeles, Aug. 18.—Ralph L. 
Power, Los Angeles, has been ap- 
pointed United States representative 
of Macquarrie Broadcasting Sery- 
ices, formed in Sydney to operate a 
network and perform other services 
for radio stations and advertisers. 
The new organization has absorbed 
two Australian companies formerly 
represented by Dr. Power. 

Sir Hugh Denison is chairman of 
Macquarrie Broadcasting Services, 
which owns and operates Stations 
2GB and 2UE in Sydney. The coop- 
erating network which the organiza- 
tion heads embraces a dozen stations 
in aS many cities. 


To Dominate Field 


Macquarrie has purchased _ the 
world-wide transcription business of 
Broadcasting Service Association and 
will operate it as its program divi- 
sion. American transcriptions are 
imported regularly, being handled in 
Sydney by American Radio Tran- 
scription Agencies, also taken over by 
the Macquarrie combine. The World 
Broadcasting System of Australasia 
will also be associated with the tran- 
scription service. 

Featuradio Sound Productions, 
processing and pressing plant, has 
also been incorporated into the Mac- 
quarrie company as the Australian 
| Record Company. 

Macquarrie transcription produc- 
tion with Australian talent will cen- 
ter around the Macquarrie Players, a 
permanent stock company. The com- 
pany has also bought an interest in 
Broadcast Enterprises, Ltd., London. 
It has also bought into the moving 
| picture exhibitors’ field. 


Compiles Coovuvtiiog 
Tricks of the Trade 


Scores of professional copywriting 
secrets, methods and systems have 
| been compiled by William Wolfson 
|in a new manual, “The Copywriter’s 
|Note Book,” published by Ardlee 
Service, New York. Although much 
|of the author’s data is common ad- 
| vertising practice, many quirks are 
| included of his own manufacture. 

Each idea offered occupies a sep- 
j}arate page with blank sheets re- 
'served for the reader’s notes. The 
| book sells for $7.50 a copy. 


(niteinemeemnennnes 


McKown Promoted 


Nat A. MeKown has transferred 
from the San Francisco to the Los 
Angeles office of Tide Water Asso- 
ciated Oil Company, as assistant ad- 
vertising manager. He succeeds D. D. 
Durr, who has become chairman of 
| the Los Angeles Newspaper Publish- 
|ers’ Association. 


_ Drive for Blackberro 
| Geffen Industries, Inc., Long Island 
| City, wine producer, is planning a fall 
campaign for Blackberro, a new 
| alcoholic beverage made from grapes, 
| cherries and blackberries. Alvin Aus- 
|tin Company, New York, has the 
} account, 


Sell it to Cohen 


If you are thinking 
about 


JEWISH 
ADVERTISING 


Think of 


-WLTH:- 


NEW YORK 
Jewish Market Merchandising 
Information Service 
' — 
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FLUORESCENCE 
POTENT AID TO 
SIGN INDUSTRY 


Whitman Named President 
of Association 


Chicago, Aug. 19.—With the in- 
creasing use of fluorescence cited as 
the most significant development of 
past months, the National Sign Asso- 
ciation concluded its convention here 
today with officials of the organiza- 
tion predicting that further improve- 
ments in this phase of the industry 
offered an optimistic picture for the 
year ahead. 

Channing Whitman, general man- 
ager, Neon Lights Advertising Com- 
pany, Birmingham, Ala., who has 
served the organization as vice-presi- 
dent and director during the past 
year, was elected president. Ralph 
J. Balton, of Balton & Son, Memphis, 
was named vice-president, while Or- 
ville J. Grisier, of Denver, was re- 
elected secretary and treasurer. 

The four-day conclave was devoted 
for the most part to technical and 
management problems, with the legis- 
lative question, dominant last year, 
appearing now as less important than 
fluorescence. Continued interest was 
exhibited by association members in 
the school of modern sign methods, 
staged concurrently with convention 
sessions as a clinic on a wide variety 
of problems. 

Scheduled for World's Fairs 


Consumer cousciousness in the de- 
velopment of fluorescence is expected 
to be heightened by the use made of 
it at the two World’s Fairs scheduled 
for next year. Stated briefly, fluor- 
escence makes use of the invisible 
ultra violet ray or “black light.” Cer- 
tain substances, when exposed to this 
ray, have the property of shortening 
it into visible rays of a wide range 
of eolors. This greater variety of 
available colors is held to be one of 
the most advantageous points of 
fluorescence. Another point of inter- 
est to the industry is the possible use 
of fluorescent paints. 

Mr. Grisier commented that, while 
fluorescence has not yet reached the 
stage of perfection, many of the dif- 
ficulties surrounding it are being 
ivvercome. As an example of the in- 
terest shown by the industry, he said 
that the number of exhibitors at the 
convention featuring fluorescence had 
increased from one at the 1937 con- 
clave to more than a score this year. 


Decker Made Aeenes 
Executive Officer 


Decker has been ap- 
pointed executive vice-president 
Henri, Hurst & McDonald, Chicago. 

Mr. Decker, who has been a contact 
ind copy man with the agency since 
1927, will continue in the former role 
in addition to his new duties. 


Arthur L. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| JUVENILE APPEAL EXPLOITED IN MILWAUKEE SPECTACULAR 


OUNCE 
sortie 


tion of Snooks, new nickel beverage. 


Urge Stronger _ 
Promotion of | 
Frosted Foods 


(Continued from Page 1) 
if frosted foods are to make the rapid 
gains expected, Mr. Sherman de- 
clared. 

It was brought out at the meeting 
that there are still only 6,000 retail- 
ers carrying frosted foods. Consensus 
of opinion was that such distribution | 
hardly warrants a national coopera- 
tive campaign. Dealer outlets num- 
bering between 50,000 and 75,000 were 
accepted as the level necessary before | 
a joint industry promotion campaign | 
could be expected to bear fruit. 
| Pending the organization of an all- 

industry educational effort, delegates | 
agreed that the brunt of the burden 
of spreading the frosted food story to 
| America’s housewives must be borne| 
'by local distributors and dealers. | 
| Aside from the advertising sponsored | 
| by Birdseye and Honor Brand, com- 
| paratively little space has been de- 
voted to frosted foods by other fac- 
|} tors in the field. The acceptance en- 
|joyed to date has resulted largely 
from word of mouth advertising. 
| Thus, constant inquiry on the part of 
;}consumers has virtually forced deal- 
|ers to install equipment or run the 
lrisk of losing customers for their 
regular food lines. 


Seek Distribution Economy 


The organization of an efficient sys- 
tem for frosted food distribution also 
,came in for exhaustive analysis. 
Store-door service jobbers were held 
to be the logical links between pack- 
ers and retailers of frosted foods and 
their record during the past year in 
developing new business was said to 
support this contention. It was also 
| suggested that “middlemen” be elimi- 
nated in the frosted food merchandis- 
ing setup and that distributors deal 
directly with packers. This move 
| Was advanced as a means of lowering 


| 
| 


of | distribution costs, affording a margin 


for consumer advertising and bring- 
ing prices down to lower levels. 
| Ivan C. Miller, editor of Food In- 
| dustrics, visualized the ice cream 
|; manufacturer as an important factor 
|in the frozen foods scene of the fu- 
}ture. Since he already operates re- 
|frigerated trucks and low tempera- 
ture storage space, he will expand 
into the general retail trade, instead 
\of confining his attention to a few 
selected customers, such as hotels 
and restaurants. 

Mr. Miller viewed the progressive 
|improvement in canning technique as 
_an obstacle in the path of frozen food 


expansion. Still another is the ad- 
vent of tank farming, he said. In| 
this process plants are rooted in 


tanks and fed correct plant food, the 
result being 20 to 40 times the out-| 
door yield, with much higher vitamin 
‘and mineral content. 


WGVA Becomes WIBC 


Call letters of the new Indianap- 
olis station formerly known as 
WGVA have been changed to WIBC. 
C. A. MeLaughlin, formerly general 
sales manager of WHK, Cleveland, 
has joined WIBC as general man- 
ager. The station will open in Sep- 
tember. 


Stevens to Ayer 


The Stevens Hotel, Chicago, has 
appointed N. W. Ayer & Son, Chi- 


,cago, as its advertising agency. 


Fire Coverage 


Data Will Key 


AREN BEVERAGE ano SPRING WATER CO 


MILWAUKEE 


Aren Beverage and Spring Water Company, Milwaukee, is attracting attention with this spectacular, marking the introduc- 


New Beverage 


Gives Children 


InsuranceDrive Fling on Radio 


New York, Aug. 16.—First institu- 
tional copy ever placed by the Amer- 


| Milwaukee, 


| 


ican Insurance Group, Newark, will | 


appear next month in The Saturday | 


Evening Post, to run concurrently 
with the advertising of the National 
Board of Fire Underwriters, of which 
the American Group is a member. 
The company plans to continue its 
institutional effort in magazines for 
the remainder of this year and in 
1939. Theme of the drive will be that 
the best protection at the lowest cost 
is available from a company with 
adequate reserve and capital to de- 
liver everything promised in policies. 


The first insertion is headlined: 
“Fire Insurance? Sure—but do you 
really have Protection?” Copy de- 


clares that the representative of the 
American Group “knows the differ- 
ence between mere fire insurance and 
adequate insurance protection.” 

N. W. Ayer & Son, Inc., New York 
handles the account. 


Two Join Rose 
David C. Roads, formerly associ- 
ated with Jam Handy Picture Serv- 
ice, Detroit, has joined William Gan- 
son Rose, Cleveland advertising 
agency. Also added to the agency 
staff is Hugo DiZinno, recent gradu- 


Richard T. Salmon, formerly with 
Vogue and House and Garden has 
joined Sterling Advertising Agency, 
Inc., New York, as associate produc- 
tion manager. 


Adds Medical Director 


Dr. Michael A. Hodgson, of Wash- 
ington, has been appointed medical 
director of Lake-Spiro-Cohn,  Ine.., 
Memphis advertising agency. 


| 


Aug. 16.— Parental 
pride in the histrionic talents of oft- 
spring is being capitalized by Aren 
Beverage & Spring Water Company 
in the introduction of its new five- 
cent soft drink, “Snooks.” The com- 
pany is offering budding radio stars 
an opportunity to appear on its 
“Snooks Studio Starlets’ program 
over WISN Saturday morning. 

To qualify, the youngsters must 
write introductions to ten popular 
songs published in Sunday and Mon- 
day newspapers, contact the Aren 
dealer for an official entry blank and 
enclose a Snooks label. These some- 
what arduous requirements have 
failed to dampen the enthusiasm of 
aspiring children and their parents 
and applications are rolling in in 
large numbers. 

The starlets not only are given an 
opportunity to make names for them- 
selves, but to win handsome mer- 
chandise prizes. This is accomplished 
by means of a voting contest which 
enlists public interest both in the 
kiddies and the product. 

The new beverage is receiving the 
benefit of many other types of pro- 
motion, including a spectacular in 
downtown Milwaukee. This is fea- 
tured by a 17-foot cutout of the 
Snooks bottle and the character, 
“Snooks.”’ Four-foot letters in neon 
tubing spell out the name of the 
drink. The display was created by 
Outdoor Displays, Ine. 


SCA Poeemstes Mie 


Eugene W. Ritter, formerly man- 
ager of research engineering. has 
been promoted to the post of general 


manager of the Harrison, N. J., 
plant of RCA Mfg. Company. He 
succeeds the late J. C. Warner. The 


new manager of research engineer- 


\ing is D. F. Schmitt. 


Ice Industries 
Starts Work on 
Promotion Fund 


Chicago, Aug. 16.—The three-year, 
$10,000,000 advertising program of 
National Ice Industries was official- 
ly launched here last week at a di- 
rectors’ meeting when companies 
represented pledged $150,000 as 
their pro-rata share of the promo- 
tion chest. 

Harley Hust, advertising director 
of the association, said today that 
between now and Nov. 1 when the 
association stages its convention in 
Washington, D. C., other members 
are expected to make definite com- 
mitment on the three cents per ton 
assessment. He _ said that little 
difficulty was anticipated in obtain- 
ing the amount inasmuch as 70 per 
cent of the industry was represent- 
ed at the meeting here in July when 
the program was unanimously 
adopted. 

Selection of media will not be dis- 
closed until the convention, he add- 
ed. According to plans previously 
made, magazine and radio advertis- 
ing will account for $750,000 annual- 
ly, with the major part of the bal- 
ance devoted to locally placed news- 
paper and outdoor copy. Donahue & 
Coe, Inc., New York, is the agency 
in charge. 


Sun Oil is Eighth to 
Set N. Y. Minimum 


Raising to eight the number of re- 
finers now marketing gasoline in the 
New York City area under price 
maintenance contracts, The Sun Oil 
Company has informed dealers in 
Bronx, Kings, Nassau, New York 
and Queens counties that a minimum 
resale price of 17.5 cents a gallon 
has been established under the Feld- 
Crawford act. 

All companies which have joined 
in the experiment in fair trade have 
set this same price, and most deal- 
ers of other advertised brands are 
currently selling at a comparable 
level. Oil company officials express 
satisfaction with results to date, and 
it is considered likely that similar 
action will be taken in other sections 
of the state where price cutting has 
demoralized the market. 


Jennings Resigns 


Robert G. Jennings has resigned 
as vice-president and general sales 
manager of Crosley Radio Corpora- 
tion, Cincinnati, and its radio sta- 
tions, WLW and WSAI. He is a 
son-in-law of Powel Crosley, Jr. 


Greenlee Adds Duties 

Walter R. Greenlee has been ap- 
pointed director of sales by Schenley 
Products Company, in addition to his 
work as vice-president in charge of 
advertising and sales promotion. 
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August 22, 1932 


MORE COMPLETE 


MARKET FACTS: 


SOUGHT BY U.S. 


Federal Officials Solicit State 


Support 


Washington, Aug. 18.—The Depart- 
ment of Commerce met this week 
with a committee representing the 
Conference of Deans of State Uni- 
versity Schools of Business in order 
to work out plans for cooperative 
federal-state business surveys. 

The department has long felt, said 
N. H. Engle, assistant director of the 
Bureau of Foreign and Domestic 
Commerce, that studies which have 
been made in family income, market- 


ing statistics, costs of living, and the} 


like have not been as good as they 
might be due to limited federal fa- 
cilities to collect complete figures 
state by state for correlation into a 


| 
| 


national picture which would be of | 


real value to business in spotlighting 
marketing opportunities and in for- 
mulating sales programs, advertising 
budgets and general business expan- 
sion programs. 


The plans contemplate the use of | 


state 


each state to conduct research into 
fields which either the Department 
of Commerce has not touched, or 
which its limited facilities do not 
permit. Federal funds would be 
voted by Congress, to supplement 
matched contributions from _ state 
legislatures to launch the ultimate 
program, 


Proposition Before Congress 


During the last Congress legisla- 
tion to carry such a program 
effect was introduced and reached 
the hearing stage, but due largely to 
unfavorable recommendations of the 
Bureau of the Budget, the 


into | 


university business schools in| 


| 


| 


program | 


was not enacted. Groundwork is now | 


being laid for 
tion carrying 
business studies 
gress, 

Mr. Engel pointed out that com- 
plete information has never been se- 
cured in the field of distribution and 
cost 


enactment of legisla- 
appropriations for 
by the next Con- 


analysis, particularly with re- 
spect to channels of distribution. 
This, he said, would provide a major 
field in which university business 


schools could do valuable work. 

A study of national wealth is 
necessary, he added. 
come has been studied but no figures 


FELTMAN. CURME 


The above reduced advertise- 
ment for Feltman & Curme wos 
prepared entirely by Faithorn 


Always the Finest 
at Faithorn 
FINEST ENGRAVING 


FINEST TYPOGRAPHY 
FINEST PRINTING 


“National in- 


Complete Service 


IN BEHALF OF SAFETY 


A TRUE STORY FOR 
BUSINESS MEN WHO 
WANT TO SAVE MONEY 
ON COMPENSATION 
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INSURANCE “COMPANY 


Mone Other: 1 Lerkelew Sereet, I 


One of the full page magazine layouts that will characterize Liberty Mutual 
Insurance eostattighe fall campaign. 


on national wealth, which is of the | 
| most vital interest to business, have 
| been compiled since 1922.” 


Business Cycle Problem 


| 


A field in which the Department | 


should long 
could not for 
cilities, is the 
cycles, he said. 
fields present 
for 


ago have 
lack 
problem of 

Many other 
themselves as logical 
cooperative research, he 
concluded, and will be studied if the 
present program being tentatively 
worked over develops. 


worked, but 


business 
related | 


such 


The committee of deans conferring 


of funds and fa- 


| Boston, 


; ture 


Avoid Danger, 


Theme of New 
Liberty Drive 


Aug. 18.—-Full pages in 
magazines will be used this fall by 
| Liberty Mutual Insurance Company 
in a two-fold effort to help reduce ac- 
cidents and cultivate public friend- 
ship. Dramatic illustrations will fea- 
the layouts with 
headings contributing to the story. 


Ma 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 


i} f 3 
‘Positions Wanted,” “Representatives Wanted,” and 
30 cents a line, minimum charge $1. Terms 


% in., 3.78; 1 to 3 in. 


$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


HELP 


We are looking for an assistant in 
our Advertising Department who has 
had some actual experience in prep- 
aration of layout and copy on indus- 
trial as well as consumer goods ad- 
vertising. Opportunity to advance 
with growing firm. State previous 
experience and minimum initial sal- 
ary you will accept in letter’ to 
Standard Industrial Products, Evans- 
ville, Indiana. 


WANTED 


HOTELS AND APARTMENTS 


punch-line | 


“We feel that it is good public re-| 


“NONE OF THOSE 
‘DITTO! APARTMENTS 
FOR US ad 


“We're sticklers for individuality 

have our own ideas about color 
schemes and furniture. That's why 
we avoid stereotype apartments 
that give us no choice in appoint- 
ments.”’ 


Here is one reason why discrimin 
ating people make the Seneca 
their permanent home. You select 
vour own decorations and furnish- 
ings Live luxuriously in smart 
comfort and enjoy ultra-modern 
facilities at moderate rentals just 
» ininutes from the Loop. 


LEE PERRY, Managing Director 
SENECA HOTEL 
200 EAST CHESTNUT STREET 
SUPerior 2380 


Earnings oft 
Advertisers 


American Safety Razor 

Second quarter net income of 
American Safety Razor Corporation 
declined from $309,118 in 1937 to 
$247,356 in 1938. For the first half 
of 1937, net income amounted to 
$596,299. The comparable 1938 fig- 


ure is $473,117. 


‘Sears, Roebuck & Co. 


with Department of Commerce ofti-| jations especially at this time, if we 
cials, included chairman Lee Bid- | , can help business firms make the em- | 
good, University of Alabama; Theo-| ployes feel that adequate concern 
a mockman, Ohio State; Roy | and « care is taken for their safety,” 
G. Blakey, University of Minnesota; | | Bennett Moore, advertising manager, 
A. B. Cox, University of Texas; and |tojq Apyrerrising AGE 
W. Mackenzie Stevens of the Uni-| Ajithough safety will be the key- 
versity of Maryland. note of the campaign the element of 
|fear will be avoided and emphasis 


Under ONE Roof 


PRINTING 


QUALITY, SERVICE 
and REAL ECONOMY... 


can be accomplished through Faithorn COMPLETE 
SERVICE of (1) Ad-Setting, (2) Engraving and (3) 
Printing — all under ONE roof... We think in 
terms of results ... The shortest way ‘round is 
usually the best ... Why send cuts to one con- 
cern—typesetting to another many blocks away 
—and then give your printing to a firm even 
farther distant? You can cut your costs, elimi- 
nate worry and save TIME, TROUBLE and MONEY 
by having Faithorn do the entire job ... If you 
are interested in securing this kind of a saving, 
the time of times to use Faithorn certainly is 
NOW...We will gladly show you samples. Try us! 


Fxceptionally well fitted to submit ideas 


make layouts, prepare sketches and draw 


ings—through every step of production 


You can use one or all— 
just as you wish, but oll 


ore here, ready to serve 


FAITHORN CORPORATION 


you... Speed, economy 


Ad-Setters 


Engravers - Printers 


ond satisfaction assured. 


504 Sherman St., Chicago -,Wab. 7820 


DAY AND NIGHT SERVICE 


will be placed on constructive sugges- 
tions for avoiding accidents. Batten, 
Barton, Durstine & Osborn, Ine., is 
the agency in charge. 


National Drive es 
Amity “Director” 


Amity Leather Products Company, 
West Bend, Wis., will again feature 
“Director” billfold in a national 
campaign using five full pages in 
Life and one in Fortune beginning 
Sept 5 

Henri, 
Chicago, 


its 


Hurst & Mi 
is the 


Donald 
agency in charge 


In 


“Textile Bulletin” 
Now a Semi-Monthly 


Textile Bulletin published by the 
Clark Publishing Company, Charlotte 
N. C., has been changed from a 
weekly to a semi-monthly 

There will be no change in advet 
tising rates 

R. R. to Use Film 

The New Haven Railroad will us¢ 
a motion picture depicting historical 
and beauty spots of New England in 
in advertisin and publicity cam 
paign to invite visitors to the New 
York World's Fair to expand their 


trip 
the 


into that territory. Showing of 
film is expected to begin this fall 


Resigns Hotel Account 


Hubbell Advertising Agency, Inc 
Cleveland, has resigned as agency tor 
the Theodore DeWitt Hotels, effe« 


tive Sept. 1 


| ended June 30, 


Net income for the 24 weeks ended 
July 16 was $7,118,888 as compared 
with $15,190,441 for the like 1937 pe- 
riod. Sales during this. period de- 
clined 11.9 per cent. 


Coty, Inc. 


For the six months ended June 30 
net income was $131,423 as compared 
with $152,180 for the six months 
1937 


Caterpillar Tractor Company 


July net income was $158,473 
compared with $1,104,208 
same month last year. For 
months ended July 31 
was $1,291,087 as 
$7,407,083 


as 
for 

the 

net 


seven 
income 
compared with 
this period in 1937 


Standard Oil Co. of Indiana 


Consolidated net profit for the first 


for 


six months of 1928 totaled $17.749.,- 
092. This compares with net earn- 
ings of $27,904,211 for the like period | 


in 1937 


Goodyear Tire & Rubber Co. 
Net income for the first six months 
of 1938 $1,669,828 
With $8,068,358 for the first six months 
of 1937 Net the first half 
of this year totaled $78,151,636, a 
drop of per cent from the 1937 
comparable figure of $116,475,700 


was 


sales for 


Cities Service Company 


Report for the six months ended 


June 30, shows a net income of 
$4.155.810 as compared with $5,322,- 
S78 for the same period in 1937 


B. F. Goodrich Company 
Net 


loss 


for the six months ended 
June 30 was $209,551. This compares 
with a profit of $3,510,698 for 


POSITIONS WANTED 
WHY FLY TO IRELAND? 

To get to California? Like unusual 
flying, unusual advertising attracts 
attention. That is why you need this 
young man in your department. = 
writes the snappy interesting kind of 
copy that brings in RESULTS. 
Box 1499, ADVERTISING AGE, N. Y. 


ACTION AND RESULTS, aggressive 
young man, fully experienced in ad- 
vertising, merchandising, publicity. 
Writes letters and copy that pull. 
Can sell and produce results. Em- 
ployed now. College graduate. Go 


anywhere. 
Box 1501, ADVERTISING AGE, Chego. 


Copywriter-Art Director wants new 
connection early this Fall. Complete 
agency experience. 

Box 1500, ADVERTISING AGE, Chgo. 


MISCELLANEOUS : 
YOU WILL BE AMAZED 

at the savings you can make by 
switching to Photo-Offset. Just com- 
pare prices against printing. Ideal for 
all sorts of illustrated advertising 
matter, booklets, circulars, sales let 
ters, house organs, catalogs, forms 
charts, ete.; anything previously 
printed. 

No typesetting—engravings expenses! 
300 COPIES (size 8%x11") $2.50 
Additional hundred copies only 25c 
Quantity orders even lower prices. 
Any size furnished. Samples on re = 

Laurel Process, 480 Canal St., N. Y. 


GET BUSINESS AT LOWEST COST 
We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 
or profession, 

GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


like 1937 period. Sales for the first 
half of 1938 totaled $51,913,986 as 
compared with $78,566,619 for the 
same period in 1937. 


Diamond T Motor Car Co. 

Report shows a net income of 
$8,023 for the second 1938 quarter 
with gross sales during this period 
totaling $2,319,078. Volume during 
the second quarter was up approxi- 


mately 15 per cent over that of the 
first quarter. 
Pullman, Inc. 

Net income for the 12 months 
ended June 30 was $6,311,648. This 
compares with $10,262,327 shown 


the 


as compared 


the 


| for the preceding 12 months. 


Mohawk Carpet Mills 


Report shows a net loss of $698,372 
for the six months ended June 30 as 
compared with a net profit of $1,521. 
127 for the like 1937 period. 


Sun Oil Company 

Report for the six months ended 
|June 30 shows a net income of 
| $1,760,398 on gross operating income 
| of $59,871,611. 


| was . 

Pillsbury Flour Mills 
| Report for 
shows a net 


the year ended May 3! 
loss of $52,605 on net 
sales of $63,441,128. Dividends were 
declared out of an earned surplus 
the balance of which on May 31 
$6,167,998. 


was 


Ball Appoints Maxon 


Ball Brothers Company, Muncie 
manufacturer of jars, bottles, boxes 
zine paper, and rubber products, has 
appointed Maxon, Ine., New York 
to handle its export advertising 


Brann to Simplicity 


Donald R. Brann, formerly wit! 


the Meredith Publishing Company 
has been added to the New York 
sales staff of Simplicity’s Prev 


Vagazine 


Ask any liquor 
distributor sales- 
man which trade paper 

is read most thoroughly by 


bar and package store owners. 
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The NEWS—Where It Happens 


All Our Men Are on the Spot 


Advertising Age is set up to deliver the news of 
advertising and merchandising. But news is unpre- 


dictable, both as to time and place. So the paper 
which attempts to do a real job of news coverage 
has to be, insofar as is humanly possible, “on the 


spot” at all times and in all places. 


You can sit at an editorial desk in New York and 
get some of the news, some of the time. But if you 
want all of the news, you have to push yourself away 
from that editorial desk and circulate around among 
And even at that, 


the world’s best nose for news won't get you a story 


those who are making the news. 


that breaks in San Francisco while you're plodding 
up and down Madison Avenue with a notebook in 
your hand. 


That’s why Advertising Age has one or more staff 
men or regular correspondents in the scores of spots 
vou see marked with a cross on the map. They work 
as one coordinated organization, but primarily each 
is responsible for the news in his own community 

the news that no one else can get, because no one 
else is there. 


And they're not “desk men.” They don’t have time 
to sit in beautiful offices, waiting for some one to tell 
them what is happening. They are out around their 
towns, talking to people. getting news first hand, as 
soon as it happens. 


What This Service Means 
to Readers 


This straightforward, on-the-spot newspaper re- 
porting job means that readers of Advertising Age 
are assured of complete and accurate coverage of 
the merchandising and advertising news breaks in 


New York and other important advertising centers, 
as a matter of course. But it also means that when 
something newsworthy happens anywhere in the 
country, Advertising Age gets it first hand and re- 


ports it fully, accurately and promptly. 


Just to show you how this national news coverage 
works out, let’s analyze last week's issue of Adver- 
tising Age. In that issue there were 60 date-lined 
stories, not including more than 125 short items, and 


here’s how they stacked up: 


Origin of Story No. of Stories 


BO TU. c.ccccenicterscesaustddseacdaaneecse 23 
SE SG iuciawneveeinwidvaredeteerenes 12 
Peet eet rer oT err eT ere rere 3 
Pe. CE. irda un dcnwkeddctwenedencccsacsens 2 
SED a wGnescheteseeeteaceieaesescaaes 2 
SUL. ea Vkca ne sSaeiakohbownse ee we ee cares 2 
Pt SE na ccaukc sabe ted eER ESE Ne erehtadaks 2 
Se ED ci. cack baie a aN dis aTe ta Shee aeenes l 
| POPPE TUTTO UTC TPET TC Creer Ce | 
TED: 9:4: sean satdunsdaxeveseansse neacs 1 
A ee tee ee een Tree ee re ] 
PE  c5 kes tdteneebddeends Meedasedee eeeeue es 1 
CE Sk cdnatvenecupcneeadartsscersbaeenss 1 
NE, SOs” nk bad bi'tscdeees eerie Gexun tases | 
EE ib Sika FOS b awd eeeidavetoateueaedediadas | 
SN GUNN oc cvtavesatncreuaeesteanes 1 
PNGES. Soc bedaxsxsksndaecscudecasedeexeka ] 
PEE occ auactedachansarseeaeetedssaenees | 
eee EB ae | errrrrrr rrr errr rr Tyr rr rrr 1 
CIE, Tie os ks oh die nsetcvice ctanesees 1 
CR, TS iio eacdednrcderevasactsanwkes | 


That is a picture. fairly typical, of how the Adver- 
tising Age staff, the largest and most efficient ever 
gathered together to present spot news to the adver- 


(MOREE ee OE A TES ES RE SLA A EE RE SE Es TTS AE TOS PRISE I Te AT 


tising and merchandising world, brings a complete 
cover-all picture of the week’s activities all over the 
country to the desks of more than 14,000 subscribers. 


How This Unique Service 
Helps Advertisers 


Delivering a service like this to readers, Advertis- 
ing Age has naturally built up a tremendous volume 
of reader interest, and an urgency to read the news 
which guarantees not only that subscribers are actu- 
ally readers, but that they are careful, thorough, and 
immediate readers. 


No subscriber to Advertising Age can put the paper 
away to read “tomorrow” or “next week”; he knows 
he must read it at once, or its spot news, gathered 
from every corner of the country, will lose its im- 
portance and its flavor. So Advertising Age readers 
find themselves unconsciously making the time to 
read Advertising Age promptly each week, in much 
the same manner as the busiest of busy business men 
makes the time to read his daily newspaper. 


What this reader attitude means to advertisers in 
Advertising Age is readily apparent. The advertise- 
ments, along with the news columns, get quick and 
effective readership, and thus have the maximum 
opportunity to tell and sell. So that it is little cause 
for wonder that, consistently, advertisers find their 
messages in Advertising Age outselling and outpull- 
ing the field. For proof of this, let us show you 
actual case studies of “success stories” based on direct 
returns from copy which has appeared in these 
columns. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ABVERTISING 
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ADVERTISING AGE 


August 22, 193g 


CALLS INDUSTRY 
‘MANUFACTURER’ 
OF DEPRESSIONS 


Townsend Analyzes Curtail- 


ment of Advertising 


| 
, 
Business set | 
success. of | 


New York, Aug. 18. 
the stage for. the 


Franklin D. Roosevelt as a_ vote- 
getter when it began to reduce| 


advertising budgets and thus “began | 
the manufacture of recession and de-| 
pression.” This statement is em- 
bodied in a new booklet issued today 
by Townsend & Townsend, Inc., of 
copy check list fame. While the lit- 
tle volume was written by W. S. 
Townsend, it is based, according to 
the company, on a 16-year old study of 
the economics of advertising, made 
at a cost of $150,000. 

The Townsendian skill in presen- 
tation is again demonstrated in the 
title, “America—You Sell or Sink.” 


Says Simplicity Effective 


“The President rode to success by 
the use of a very simple formula,” 
Mr. Townsend wrote. “He promised 
the people what they wanted—em- 
ployment, money and the means for 


self-expression—and since he himself | 
did not have it to give, he perforce 
must take it away from those who| 
did. 

“This simple formula worked be- 
cause people are always in favor of 
whoever will provide them with most 
of the things required for their hap- 
piness.” 

The issue, then, is who will give 
the people the most, Mr. Townsend 
asserted. 

“If business gives the people more, 
then business will be let alone and 
can run its own affairs. But if Gov- 


iD 
KE 
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What's this 
BELMONT PLAZA 


i Hear 
So Much About? 


It’s the newest name among 
New York’s great hotels, but 
already it has become the fa- 
vorite with smart travelers who 
demand the utmost in comfort, 
service, and luxury. Delicious 
food, drink and sophisticated | 
entertainment in the smart new | 
Glass Hat at modest prices. | 
800 rooms, each with tub, 
shower, and radio—from $3.00. 


Special Low 
Monthly Rates 


Belmont Plaza 


TOHN H. STEMBER, Manager | 
LEXINGTON AVE. AT 49TH STREET 
NEW YORK 


Convenient to Grand Central Terminal 
Hotel Door Garage Service 
National Hotel Management Co., Inc. 
RALPH HITZ, President 


Retail Linage 
Shows Drop of 
11.3% for Year 


Chicago, Aug. 19.—Retailers have 


used 11.3 per cent less display ad- | 


vertising space during the first 3: 
weeks of this year through Aug. 
3 than in the corresponding period 
of last year, according to the 
ADVERTISING AGE Index of Retail Ac- 
tivity. 

A total of 571,257,797 lines is 
shown for the 79 important markets 


= 


measured by this Index, a drop of | 


FOr 


72,564,256 lines from the 643,822,053 
total for the compared 1937 period. 
Against 1936, this year shows a loss 
of 6.4 per cent. 

For 
with the date reported, newspapers 
in the Index cities carried 15,108,270 
lines of retail display against 17,- 
461,031 lines for the corresponding 
week of last year, a decline of 2,- 
352,761 lines or 13.5 per cent. 

With linage showing slight upward 
trends during the past four weeks, 
it begins to appear that retail dis- 
play hit bottom this year during 
May and June when declines from 
1937 levels were the sharpest, ac- 
cording to the table of weekly varia- 
tions from 1937 levels which follows: 


© wipes sdeGiwhebeese «tia 08 
wen. @ ss. ; ; 2.4 
RE, SRR ee eee 3.7 
SN AE dls saan 0s eal 5.1 
Jan. 29 7.2 
Feb. 5 7.4 
iFeb, 12. ; Py i 
Feb. 19. — 6.8 
Feb. 26... 11.4 
Mareh 5 14.8 
March 12 16.6 
March 19 .. its 18.3 
March 26 . 14.2 
April 2... F — 0.9 

i ee ; 5.3 
April 16 . .... — 98 
CS ee re 15.7 
April 30 . ee ee 10.8 
may 7 Serer. —12.3 
| i ee , -14.8 
May 21... —14.3 
May 28 14.7 
June 4 14.3 
June 11 14.9 
| June 18 14.8 
June 25 16.9 
July 2 14.6 
July 9 .. 14.4 
| July 16 .. 13.0 
\July 23 .. 13.9 
i July 30. 13.3 
f 3 Sere Re ae ee —13.1 
PS shelessaevetcouwknws 13.5 

The tabulation appearing else- 


| where on this page shows individual 


linage figures for each city included 


jin this Index, 


ernment gives them more, then Govy- 
ernment will run your business.” 
This trail led Mr. Townsend back 


|}to advertising, which he holds is the 


key to the problem. He said that most 
high executives view a cut 
tising with equanimity because they 
are convinced that everyone already 
knows the company and its products. 
He gave this formula to prove the 
fallacy of such reasoning: 

1. Kighty per cent of all mental 
impressions are lost during the first 
30° minutes. 

2. It is not what a man knows that 
causes him to act; it is what he 
thinks of. 

“Eighty per cent of what you have 
told them has been forgotten,” said 
he, “and the remaining part of the 


information which lies in their 
minds causes them to act only if 
and when they think of it. 

“Through advertising you may 


have placed in the card index files 
of millions of minds the name of 
your product, its qualities and ben- 
efits, but if you want them to buy 
and buy and buy, day in and day 
out, week in and week out, year in 
and year out, you must continually 
and consistently remind them to pull 
out the index card and re-read it 


and act.” 


Mr. Townsend then turned to his 
favorite subject of copy, asking for 
more genuine and helpful 
tion in advertising. 


informa- 


The ideal advertisement, he said, 
is the one that gives the pros- 
’ 


the seven-day period ended| 


in adver- | 


Markets 


8 


Index of Retail Activity in 79 Important 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % Gain 
33-Week 33-Week 33-Week or Loss or Loss 
Period Period Period 1938 1938 Week Week % Gai 
| Ended Ended Ended over over Ended Ended or 
| City Aug. 15, 1936 Aug. 14, 1937 Aug. 13, 1938 1936 1937 Aug. 14,1937 Aug. 13,1938 Los 
NS TR ieee ccuae se x 10,009,389 10,605,889 7,668,738 —33.4 —27.7 302,090 204,957. —32 
Altoona, Pa. 4,004,595 4,341,526 3,447,512 —13.9 —20.6 127,869 72,905 —43.1) 
| Atlanta, Ga. .. 8,880,116 9,411,602 9,194,906 +3.5 —2.3 310,926 290,724 
Baltimore, Md. 13,352,077 14,205,252 13,220,974 —1.0 —6.9 336,902 $05,194 
Birmingham, Ala. cos tenuate 7,901,278 7,763,448 +7.5 —1.8 207,074 242,396 
| Boston, Mass. ..... wee 12,287,112 12,243,874 11,205,278 —8.4 —8.5 285,678 291,544 
Bridgeport, Conn. 5,724,040 6,173,392 5,532,328 —3.4 —10.4 165,676 152,964 
| Buffalo, N. Y. ... 10,056,336 11,343,190 9,803,43 —2.5 —13.6 299,432 241,620 
| Camden, N. J. . 2,496,471 2,488,918 2,287,734 —8.4 —8.1 64,044 57,790 
|; Cedar Rapids, Ia. ..... 3,072,118 3,245,494 2,883,692 —6.1 11.2 84,252 71,974 
| Chattanooga, Tenn. 4,279,483 4,020,419 3,841,368 —10.2 —4.5 98,025 99,987 
fe) ES ¢ | ee 18,466,254 20,419,021 19,191,338 +3.9 —6.0 492,946 408,960 
Cincinnati, O. ......... 10,389,173 10,911,842 9,349,537 —9.6 —14.3 266,217 224,355 
Cleveland, O. 12,198,309 13,279,375 10,831,675 —11.2 —18.4 347,856 258,738 
COP, GA kecasccd® B86bbERe)  SeeeeEED .. O80 neeus one enw 238,806 209,078 
oS a, ~++e 123,543,227 13,219,762 2,838,846 + 2.4 —2.9 344,442 300,920 
Dayton, O. ..... -oe+ 8,836,910 9,699,412 7,846,114 —5.9 —19.1 271,278 205,968 
Denver, Colo. 6,366,303 6,416,535 5,643,230 —11.4 —12.1 181,135 114,805 
Des Moines, Ia. 3,980,112 4,052,877 3,946,326 —0.9 —2.6 91,580 92,571 
so: a re 13,077,622 13,937,664 10,706,675 —18.1 —23.2 352,167 247,350 
[| 8S, rere Ea eee rep a 166,611 159,054 
ah Bie evtense 4,404,046 5,718,916 5,489,942 + 24.7 —4.0 168,028 148,050 
Evansville, Ind. 8,163,386 7,904,233 7,775,174 —4.8 —1.6 241,794 219,268 
Fall River, Mass. 2,160,048 2,226,732 1,980,612 —8.3 —11.1 61,277 48,114 
Flint, Mich, 5,550,426 5,709,466 4,309,760 —22.4 —24.5 141,428 105,112 
Fort Wayne, Ind 7,001,078 7,420,532 6,629,091 —5.3 —10.7 224,336 192,136 
Gary, Ind, ae At 3,805,421 4,658,729 3,520,953 —7.5 —24.4 149,875 117,227 
Grand Rapids, Mich 5,617,920 6,607,026 5,285,276 —5.9 —20.0 152,208 136,864 
Greenville, S.C. ... 3,627,517 4,181,976 3,893,102 +7.3 —6.§ 111,412 112,328 
Houston, Tex. ... 8,920,396 10,146,240 10,205,966 + 14.4 + 0.6 273,770 261,504 
Indianapolis, Ind. 10,778,603 11,552,357 9,667,680 —we =—~5.8 312,788 247,702 
Jacksonville, Fla. 5,421,943 5,904,836 5,550,646 +-2.4 —6.0 152,698 137,242 
Jersey City, N. J. 1,512,258 1,507,446 1,278,198 -15.5 —15.2 31,694 22,176 
Kansas City, Kans 1,513,722 1,677,228 1,768,767 + 16.8 +5.5 53,879 52,836 
| Knoxville, Tenn. 6,086,689 6,270,866 6,195,579 +-1.8 —1.2 165,116 147,546 
| Little Rock, Ark. ~ §,987,511 5,910,660 5,730,306 peas oa.’ 157,360 194,880 
Loe mummers, Cal. ..... <ceesaes 16,084,478 14,339,600 -10.9 497,455 442,464 
Louisville, Ky. : wee eaceer 9,929,751 8,704,145 ses —12.4 267,879 203,631 
Lynn, Mass. ... ‘ 6,277,600 6,205,794 4,790,448 23.7 —22.8 105,756 93,044 
| Manchester, N. H 2,193,387 2,275,008 2,284,194 + 4.1 + 0.4 51,216 57,846 
Memphis, Tenn. 6,923,494 7,477,724 6,993,098 7) —6.5 207,298 184,030 
Milwaukee, Wis 9,071,835 10,752,397 9,148,556 +0.8 —14.9 277,390 246,093 
Minneapolis, Minn . 9,317,820 9,190,700 8,208,050 11.9 —10.7 225,311 215,066 
New Bedford, Mass 2,077,642 2,149,658 1,945,916 —6.4 —9.5 57,666 47,936 
New Haven, Conn .. 5,561,668 5,945,330 5,622,246 +1.1 —5.4 144,186 142,058 
New Orleans, La ». 12,042,060 12,495,491 11,341,690 -5.8 —9.2 303,067 261,437 
tNew York, N. \¥ »« 38,732,190 40,523,193 35,550,410 8.2 —12.3 1,003,476 849,468 
tBrooklyn, N. Y . 4,207,524 4,203,165 3,090,988 -26.5 —26.5 95,740 71,494 
Norfolk, Va. .. ae 6,077,332 6,021,428 5,819,240 4.3 —3.4 174,384 151,396 
Oakland, Cal 4,727,129 4,824,764 4,487,994 —5.1 —6.9 139,314 132,339 
Oklahoma City, Okla... 6,912,931 7,490,660 7,475,557 +8.1 + 0.2 215,978 170,632 
Peoria, Ill. .. os 6,682,374 7,220,469 6,186,555 —7.4 —14.3 166,880 149,114 
Philadelphia, Pa .. 17,514,443 18,610,279 15,850,513 —.5 —14.8 474,258 396,362 
Phoenix, Ariz. 4,663,386 4,579,498 4,823,544 +3.4 +-5.3 112,434 114,800 
**Ppittsburgeh, Pa 14,107,016 15,742,748 12,453,638 -11.9 21.0 400,330 268,058 
Portland, Ore ~~ 4,285,199 7.996.704 7.190.486 —- ann? 285,908 205.492 
t+Providence, R. | . 8,319,487 8,748,408 7,036,208 15.4 —=19.6 217,775 147,109 
| Reading, Pa. . 5,731,964 6,723,898 5,822,467 101.6 $9.4 175,028 128.552 
| Richmond, Va ja 8,053,752 8,171,142 7,400,512 —8.1 —.4 228,340 192,318 
| $Rochester, N. Y . 11,289,109 11,281,443 —22.3 —22.2 282,148 210,343 
Rock Island-Moline . 5,243,050 5,69: 3.4 ——4,8 161,442 121,282 
Sacramento, Cal ‘ 9,434,971 5,429,515 4,860,041 10.6 —=10.5 159,530 130,732 
San Antonio, Tex . 4,121,908 4,139,081 . 3,873,954 —6.0 —6.4 112,796 114,379 
San Diego, Cal 8,724,520 9,045,310 7,809,796 —10.5 —13.7 308,280 272,692 
|} San Francisco, Cal . 9,725 9,954,456 9,631,123 0.9 —3.3 360,935 300,027 
Seattle, Wash 6,273 6,420,840 5,710,485 —89 —I11.1 197,134 161,868 —17.9 
South Bend, Ind 5,421,489 5,933,337 4,569,062 —19.4 —26.4 153,030 140,037 —B8.5 
| Spokane, Wash $571,086 4,863,502 4,503,758 —1.5 7.4 136,178 129,892 —4.6 
St. Louis, Mo 11,200,840 12, 510 10,865,130 —3.0 —9.7 291,410 232,965 20.1 
| St. Paul, Mint - 7,995,447 7,521,814 6,989,098 —12.6 —7.1 198,843 134,826 —30.5 
| Syracuse, N. \ . 4,178,764 7,359,592 4,275 11.2 13.4 193,263 157,913 —1I8.3 
*Tacoma, Wash . 8,885,437 3,969,128 3,665,760 oT —7.7 68,694 101,500 +478 
Tampa, Fla 3,802,066 3,910,386 3.776, 806 cnn), J 3.4 95,494 98.210 Los 
Toronto, Ont., Can 12,352,043 12,329,304 10,826,353 —12.4 —12.2 266,854 278.067 4.2 
Troy, N. Y 2,397,556 2,657,466 2,531,956 + 5.6 4.7 80,728 83,272 + 3.1 
Tulsa, Okla. . 6,241,871 _ 6,056,380 5,609,006 10.1 —7.4 149,884 148,232 “1.1 
Washington, D.C . 22,977,828 23,247,645 21,022,693 8.5 —9.6 549,079 745,087 1.35.7 
Worcester, Mass 7,348,871 7.577,449 7.012,297 1.6 7.5 184,023 168,008 8.7 
| Youngstown, O 5,O78,004 6,729,412 4,602,011 23.0 ow 9.7 156,544 111,360 28.9 
| — - - . ee ————— —_ _ 
| SOCGhi 603 OSD, 827,901 643.822.0523 571,257,797 “—6,4 —11.3 17,461,031 15,108,270 ann 3.5 


‘ne 


foston American and Advertise 


New York American discontinued June 24, 1937. 


§Journal and Sunday American d 
*Daily Ledger discontinued June 


i+Providence Tribune discontinued May 1, 
evening or Sunday 


**No Pittsbureh 


pect the information he desires, the 
kind that enters his mind with a 
sincere desire to be of use, and the 
kind that is designed to show him 
explicitly how he improves his situa- 
tion by purchasing the advertised 
product, and which offers substantial 
proof. 
He closed with the admonition: 

| “To Advertisers: Think before you 
jcut your advertising. 
crease it. 


And be sure that it shows 
your prospects exactly how they will 
gain through purchase. That it gets 
j}down to brass tacks and gives your 
prospects good reasons for exchang- 
ing their money for goods. And they 
will. 

“To Executives: 
selling first call on your thinking 
on your time and on your funds. Em- 
ploy people who know how to sell. 
Pay well for such 
those brains more authority. 
;more money to work with. 

“To Employes: Work 
| buy what you need when you can. 
| Keep your heads, trust your employ- 


Business 


And 


ers, have confidence—work, think, 
‘buy courageously. ” 
? “ng 4 &. es ¥ * 


And then in- | 


Give | 


brains and give | 


think—and | 


r combination discontinued April 25, 1 


. 


Brooklyn Times-Union discontinued June 8, 1937 


iscontinued June 8, 193 
23, 1937. 
1938 


papers published from June 17, 


Dispute Right 
_ of City to Ban 
Airplane Copy 


| 
| New York, Aug. 17.—Instituting a 
court test of Mayor F. H. LaGuar- 
dia’s authority in forbidding adver- 
tising by means of banners towed by 
airplanes, the S. S. Pike Company, 
an affiliate of Sky Writing Corpora- 
tion of America which contracts for 
this form of advertising, has ob- 
tained two show-cause orders against 
|the city, the mayor, and the police 
| commissioner. 

Permits for pilots and planes draw- 
ing aerial banners were revoked last 
week following an emergency land- 
ing of an advertising plane at Coney 
Island. None of the thousands of 
spectators on the crowded beach 
was injured, but Mayor LaGuardia 
declared that the pilot should have 
landed in the water. The police de- 
partment is empowered to license 
‘advertising planes and pilots by a 


1938, to June 25, 1938, 


935. American changed to tabloid. 


23 due to strike 
city ordinance. 

The Mayor appealed to the Civil 
Aeronautics Authority at Washing- 
ton for an investigation of the mis- 
|}hap and a clarification of the juris- 
diction over local aerial advertising. 
| The bureau’s report on the accident 
|is expected shortly. The authority 
declared that regulation of aerial 
| promotion is a local matter, not sub- 
| ject to federal jurisdiction. 
| Besides the Pike Company, 4a 
show-cause order was obtained by 
| Robert F. Reynolds, an advertising 
aviator. Both orders sought temp- 
orary injunctions, restraining the 
city, Mayor LaGuardia, and Police 
Commissioner Valentine from inter- 


fering with the business of the 
plaintiffs. The flyer also asked for 


a review of the action of the police 
commissioner in revoking his permit 
to fly banner planes, and an order to 
restore his advertising pilot's license 

The Pike Company has bee? 
temporarily put out of business by 
the revocation of all aerial advertis 
ing permits. Its affiliate, Sky Writ 
ing Corporation of America, is not 
affected by the ruling. 
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NET AFFILIATES — 
ASK BIGGER CUT 
OF RADIO DOLLAR 


(Continued from Page 1) 

A. Kennedy, president, WCHS, 
Charleston, W. Va.; Arthur B. 
Chureh, president, KMBC, Kansas 
City; John Shepard, 3rd, president, 
WNAC, Boston; I. R. Lounsberry, 
WGR, Buffalo; and Ed B. Craig, 
manager, KGIR, Butte. In addition, 
George W. Norton, president, WAVE, 
Louisville, who acted as secretary at 
the convention, will serve as counsel. 
The executive committee will also be 
charged with direction of IRNA’s 
affairs until its next convention as a 
section of the National Association 
of Broadcasters. 

Following the convention, which 
was closed to the press, Mr. Rosen- 
baum issued a statement outlining 
the position of the network affiliates 
as follows: 

“The pending network investiga- 
tion was discussed and it was recog- 
nized that the affiliated stations have 
a common interest with the networks 
to protect and preserve the American 
system of network broadcasting. On 
the other hand, many subjects were 
discussed in respect to which it was 
asserted that views of affiliates 
should be taken into consideration 
by networks in formulation of pol- 
icies. J 

“The opinion was expressed that 
to enable affiliates to come forward 
sincerely and cooperate with the net- 
works in expounding the merits of 
network broadcasting as practiced in 
the United States, some measures 
must be devised to satisfy affiliates 
that their views will be given proper 
consideration. 


Ask Policy Board 


“The executive committee of IRNA 
was instructed to negotiate with the 
networks and endeavor to arrive at 
agreement on a method of setting up 
in each network a body which might 
be called a board of policy, which 
would have nothing to do with the 
board of directors of the corporation, 
but would have control over formula- 
tion of policies, and in which affili- 
ates of each network would be given 
adequate representation. 

“Details of the method of choosing 
representatives and determining the 
scope of their authority will be sub- 
ject to negotiation. For the purpose 
of such a conference, arrangements 
have already been made to meet with 
executives of National Broadcasting 
Company and Columbia Broadcasting 
System at the St. Regis, New York, 
Monday, Aug. 22. 

“The executive committee was also 
instructed to prepare for presenta- 
tion to the Federal Communications 
Commission a case setting forth the 
views of the affiliates as a group on 
the subject of network broadcasting. 
The nature of this presentation will 
depend to some extent on the kind 
of assurances given by the networks 
as to elimination or modification of 
practices regarded as_ undesirable 
from the listeners’ viewpoint in local 
areas.” 


Must Join NAB 


The revived Independent Radio 
Network Affiliates was given assur- 
ances by Neville Miller, president of 
the National Association of Broad- 
casters, and several members of the 
latter’s board that the NAB will 
formally accept IRNA as one of its 
livisions at its next meeting. The 
major organization also made it un- 
hecessary for IRNA to do any imme- 
liate financing by pledging an appro- 
priation of $2,000, which will take 
are of its requirements for some 

ie. In addition, the facilities and 
reanization of the NAB will be 
Placed at the disposal of the new 
ection. 

In return, the IRNA made mem- 
‘ership in the NAB one of its quali- 
‘ations for membership. At present, 
-ll affiliates are members of NAB, 

ile 49 are non-members. 


With 


‘bor to contend with on one hand 


the demands of organized | 


AUGUST LINAGE OF CANADIAN MAGAZINES 


Canadian Home Journal 


Canadian Homes & Gardens........... 


Canadian Magazine 
Chatelaine 
8. a ee ee eee 
tMacLean’s Magazine 

a ee re eee 
National Home Monthly ... 


Total Group 


Orr eT 


——1938 - 1937 - 
Pages Lines Pages Lines 
, ae 15,315 27.2 19,071 
31.4 21,136 43.2 **29,088 
6.4 4,495 10.8 7,585 
18.6 13,022 20.8 14,602 
24.0 10,308 30.3 13,030 
20,635 31.7 22,194 

. 32.0 21,531 38.8 26,104 
11.2 7,869 21.4 14,989 
83,368 111,439 


Commercial Display in Canadian Farm Papers 


Country Guide & Nor’-West Farmer.... 


+Family Herald & Weekly Star- 
Eastern Edition 
Western Edition 
The Farmer’s Magazine 
+Free Press Prairie Farmer 
Western Producer 


Total Group 


*Five issues. 


14.6 10,521 10.7 7,756 
28.2 22,584 22.5 18,044 
22.3 17,845 20.4 16,386 
15.1 10,601 14.8 10,364 
27.5 30,282 21.5 23,657 
11.5 13,207 12.1 *13,849 

21,122 18,120 


tSemi-monthly: July linage shown; not included in total. 


**July-August issues combined. 


+Weekly: July linage shown; not included in total. 


Magazines of 


Canada Report 
25.1% Decline 


Chicago, Aug. 18.—August adver- 
tising linage in six major Canadian 
magazines totaled 83,368, a decline of 
25.1 per cent from the 111,439 total 


for the month in 1937, according to 
reports today to ADVERTISING AGE. 
This, however, was a somewhat bet- 


ter showing than in July when a de-| 


cline of 29.5 per cent was recorded. 


Two Canadian farm papers, Coun- | 
try Guide & Nor’-West Farmer and | 


the Farmer’s Magazine, reporting 
August linage, each showed gains. 
Linage for the two was 21,122 this 


month, an increase of 16.5 per cent | 


over the comparable 1937 total. A 


majority of the other farm papers, | 


reporting July linage, also exhibited 
increases. 
Figures for the individual maga- 


zines as well as page totals are shown | 


in the accompanying table. 


the network affiliates were generally 
held to be in a precarious financial 
position. It was also predicted that 
in 1940, when most of the present 
union contracts expire, the affiliates 
will be called on for further wage 
increases. 

To take care of present and future 
requirements, the affiliates are re- 
ported to be intent on securing a 
larger share of the radio dollar. 
While it is asserted that contracts 
between networks and affiliates vary 
according to many conditions, many 
of these documents provide that the 
station shall donate the first four 
hours of national commercial time. 
Payment for the fifth and subsequent 
hours is based on a sliding scale 
ranging up to 40 per cent of card 
rates. 

A recent report of the FCC for 
1937 showed gross revenue of the 
networks to be about $55,000,000, of 
which $20,000,000 went to stations. 
Of the remaining $35,000,000, how- 
ever, only $3,471,000 was net profit. 

While the networks censor copy 
rigidly, some of the affiliates express 
dissatisfaction with the _ results. 
Local audiences blame the local sta- 
tion, not the network, when a pro- 
gram proves distasteful, and a tight- 
ening up of censorship rules seems 
probable. 


Glenn Promoted by 


Hearst International 


Earl F. Glenn has been appointed 
Western manager at Chicago for 
Hearst International Advertising 
Service. Mr. Glenn, who has been 
with the organization for several 
years, succeeds Harry A. Koehler, 
appointed publisher of the Chicago 
Herald and Examiner. 


Mr. Glenn’s promotion was an- 
nounced in Chicago by Rodney 
Boone. 


College Names Gans 


Seton Hall College, South Orange, 
N. J.. has appointed the Gans Ad- 


ind those of ASCAP on the other, | yertising Agency, Newark. 


“Star” to Fenger-Hall 
The Minneapolis Star has appointed 
its 


Fenger-Hall Company, Ltd., as 
Pacific Coast representative. 


Big Splurge to 
Mark Debut of 
| 39 Car Models 


(Continued from Page 1) 


cessors. Advertising agency execu- 
tives were unanimous in their decla- 
ration that if this materializes the 
|lower initial cost factor will monop- 
| olize attention in the announcements 
|of the new cars. 

So far, the agencies are holding 
fairly close to their traditional lines 
of choice with regard to media. 
Newspapers, as usual, will monopo- 
lize the bulk of the appropriation 
at the start. Spot radio will also 
have a big play at announcement 
time. Then, as soon as the cam- 
paigns have been launched, magazine 
insertions will appear and will be 
depended on in considerable meas- 
ure through the winter. Whether 
chain radio programs will be used 
this winter in the abundance they 
were last year will not be decided 
until the results of the first sales 
pushes are analyzed. They will be 
reinstated if prospects look good. 

A major development that was 
definitely confirmed today was that 


On the 


At the 


Right Time: 


Hupp Motor Corporation will aug- 
ment its present lines of sixes and 
eights with two new lines in the low 
priced field. Coincident with this 
move came the announcement that 
S. L. Davis of Chicago, for many 
| years the company’s largest distribu- 
tor, has been elected Hupp presi- 
dent, succeeding Thomas Bradley, 
resigned. W. A. McDonald continues 
as vice-president in charge of sales. 
Norman DeVaux has been  ap- 
pointed general manager in charge 
of operations. Earlier in the week 
Mr. DeVaux was reported to be the 
purchaser of dies formerly used by 
the Cord Corporation. This appeared 
to dovetail with the Hupp statement 
that the company had just purchased 
$1,000,000 worth of new dies in 
preparation for forthcoming produc- 
tion. 

Grace and Bement, Inc., will con- 
tinue as Hupp agency. Formulation 
of advertising plans went ahead im- 
mediately after the executive reor- 
ganization was completed. 


WMCA Raises Rates 


Station WMCA, New York, has is- 
sued a new rate card listing an in- 
crease of approximately 20 per cent 
in general rates. Frequency dis- 
counts have been eliminated on spot 
announcements. 


Right Desks... 


/ 


MONG the men who buy advertising space in business papers, the Market 
Data Book Issue of Industrial Marketing occupies a unique position. It 
isn't mereiy another book or a magazine, but an essential working tool which is 


never far out of reach. 


Buyers of business paper advertising have long since discovered that the Mar- 
ket Data Book Issue is their own encyclopedia of marketing and media information. 
pe ; mas 
rhey keep it on their desks, within easy reach, and refer to it constantly. 


One of the largest buyers of space in the business press says the book is as 
essential to his everyday operations as the dictionary ... another says he wouldn’t 
be without the volume no matter how much it cost . . . still another r sports that 
he relies upon the volume exclusively in building his media lists. 


No other reference book designed to serve the special needs of those selling 
to business and industry has ever built up such a loyal following, because no 
other book has so successfully fitted the needs of this important group of space 


buvers. 


ry’ . 

lo the publisher who wants to get his message across to prospects, and to 
keep it in their minds, the Market Data Book Issue offers an unmatched oppor- 
tunity to deliver not one, but a whole series of sales impressions, to buyers who 


are actually looking for 


The 1939 issue will 


sales information. 


be in buyers’ hands October 


25—Just in time to be of 


value to them in making up 1939 schedules. Make your space reservation now 


INDUSTRIAL MARKETING 


100 E. OHIO ST., CHIC 


AGO 


330 W. 


42ND ST., NEW YORK 
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How You Can Get Volume Sales 


Quickly 


Day in and day out, people turn eagerly to the news- 
paper. It 2s the primary source of their information regarding 
the events of the day, of news and comment on people and affairs which 
interest them and affect their welfare. It is the medium they consult every day of the year 
for guidance in shopping for the things they buy. As a result, it is the medium 
through which the advertiser can address his largest audience and implant 
the buying tdeas which produce immediate volume response. 


HE history of the world war is 

available in hundreds of volumes. 
The stories of the Galveston flood, 
the San Francisco earthquake, the 
Titanic disaster, the Lindbergh flight 
are told in numerous books. But what 
the average man and woman know 
about these happenings they learned 
from the newspaper. 

People don’t wait for the history 
books to learn the story of their 
times. They want the news about 
what happens as it happens, complete 
with pictures. They want it while it 
is fresh—not history. 

So powerful and urgent is this 
hunger for news that people in all 
walks of life make time for a daily ses- 
sion with the newspaper. It alone of 
all media provides a permanent daily 
record for consultation at the indi- 
vidual’s own convenience. It alone 1s 
available at any hour of the day or 
night as a record of what happens and 
as a guide to fashion, cookery, 1n- 
vestments, affairs of the heart and 
home... and for help in shopping. 

It is this dependence by the public 
on the newspaper—this continuing 
and highly personal relationship— 
which gives it such power as an ad- 
vertising medium. As they peruse the 
news, readers turn consciously to the 


advertising columns. They are accus- 
tomed to base most of their buying 
on what they see in the newspaper. 


IN CHICAGO, the news- 
paper which every day of the week 
has a following of a majority of all 
the families in metropolitan Chicago 
is the Tribune. 

Seven days a week, people in every 
neighborhood and suburb of Chicago 
are attracted to the Tribune by its 
coverage of the news, by its comics 
and its helpful service and feature 
departments. As a result of deliver- 
ing a more interesting newspaper to 
readers, the Tribune delivers to the 
advertiser Chicago's largest constant 
audience. 

Every day of the week, the Tribune 
reaches this market's largest known 
group of spenders—more than 690,000 
metropolitan Chicago families. 

Because Tribune advertising pays 
out so much better, Chicago depart- 
ment stores and specialty shops place 
more advertising in the Tribune than 
in any other medium. 

The newspaper from which people 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


are accustomed to buy is the eco- 
nomical medium for the manufacturer. 
The Tribune provides an audience 
already assembled, ready for direct 
solicitation and receptive to buying 
suggestions. Every dollar he spends 
for advertising in the Tribune can be 
devoted to winning acceptance for the 
product and the company behind it. 


Through the Tribune the manufac- 
turer can build sales-making impres- 
sions by picturing his product in 
black-and-white and in color. He can 
demonstrate its uses and dramatically 
emphasize the satisfaction which 
comes from using it. He can point 
up the individual features known to 
be the deciding factors in clinching 
sales. 


In the Tribune he can start and 
stop his advertising in order to take 
advantage of seasonal demand and 
buying power. He can give his dealers 
direct selling help as they need it and 
when they need it. 


No MATTER what you 
are selling, you can sell more in 
Chicago by building your advertising 
program around the Chicago Tribune. 
Rates per 100,000 circulation are 
among the lowest in America. 


Average net paid circulation during the official six-month period ended March 31, 1938: Total daily, 857,963 —Total Sunday, 1,115 ,643 
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PHOTOGRAPHIC 


CASHING IN ON INDUSTRY PROMOTION 


AND TIME TO LET MAGIC CHEF's 
GREAT DRIVE ON OLD STOVES 
SAVE YOU MONEY AND HOURS 
OF KITCHEN DRUDGERY... 


Recod Op Viee” mesos cinke to book at gis ranges, Tiere 
Hew, to bok we that snbamely dow combing odd Howe ayy 
cn kitchen “Then, book at the hes nage 9 18 mode? Mog 
Chefs your Jesier is vhs ag ip the sation wide urrve 

against obsolers ranges 

Lok at the savings you can make Ia cme, tempers ore 
money by guinng & maxkern gas range ow Tiday 's Magy 
Chet is & improved that it euumodey the hircheo range 0! 
even theee peart agé, fy gives you the ypecd, «lean linen 6 | 
eoononn of gas, che tdee! modern fuel. amt brings you 1) 
utmost in eth seney, Coowegienge, cormtort and beauty 

Never hefure have you seen tock gat range values a ore 
offered io the Old Range Round-Up Aad never before he 
in heen &) eusy t Own & Smart, new, melera Magn 6)! 

Seop in to woe the aew Magic Chefs when you're shop 
ping Sebect the range that sults your taser aad pockethout 
aeud then avk your des shoot having it installed on the 
eas) pa P Yo at te. when vou wart costing 
oo + mor » bene hangs owe 


American Stove Company 
Dept. K, 89 Chovtecw Ave., St. Lowis, Me. 


Proof 
OF THE 1936 MAGIC CHEF 


of Supe reorety 


WD yore GAS 18 YOUR QUICK, CLEAM, ECONOMICAL SERVART 


American Stove Company will tie in this dramatic campaign with the all-industry 
effort to stimulate sales of gas appliances. (Story on Page 6.) 


EYE APPPEAL FOR FRIGIDAIRE 


PARiS CE Cocarte 
eae Tee Can oer 
SA0(S 108 Wont Oe CoRRLeT 
oOo NCL AOD GrHiTF 
Saves Coette te rar 
fom erste 


VISIT FRIGIDAIRE DISPLAY 


Ree eee 


The “come hither" look in this little girl's eyes invites attention to a new 
Frigidaire window display produced by Forbes Lithograph Company, Boston. 


TEN GALLON TOPPER TO FLACK 


bo ste 


Sene Flack, sales promotion executive of the Loose-Wiles Biscuit Company, New 

‘ork, is presented with a ten-gallon skimmer on a recent visit to Fort Worth, Tex., 

“Nere he addressed a local group as part of the National Salesmen's Crusade. 

Cal Wollner, local chairman of the crusade committee, is the official donor 
of the hat. 


REVIEW OF THE WEEK 


SMILE ALWAYS ACCOMPANIES REFRESHMENT APPEAL 


HUNGER, 


OTH RSE 
* FATIGNE 


AT 10- 
Puns, refreshing levity and a repetition of the “At 10-2-4" theme run through Dr. Pepper copy in all media. One of the 24-sheet 
posters in current use is shown here. (Story on Page 4.) 


PISTON RING COPY TRIBUTE TO GEORGE S. PARKER 


And now—after Half a Century— it still flies on ; 
across the Years, reflecting the glory of American Invention i 
in every nation on Earth 


.. AND OIL-PUMPING MOTORS ARE STUBBORN NE Asrvow af Inapiration geine eavneuse tn 


figint from the 2 at new btews und tive upset 


© An oil-pumping motor is no joke. ht coms you pleaty to 


are allowed te laper, the Arrow 
Jews ... and sometimes more to Cure. Tha now pou can forget ew bites ancy reserve ides « 
it that. Eotirely < fereat from ordinary piston rings, Seeel = - 

t wat designee to sop excess of) asage ead restore per 
srmaace in even the mow subhore cases. Yet the inatalhation is 


te simple and inexpensive Any good mechanic can make it 


HASTINGS MAMUIACTURING COMPANY + HASTINGS MICH. + Winaipes and Terente Comet 


> HASTINGS — 


STEEL-‘VENT PISTON RINGS 
Sti Ott vi hospi 


Parker 


Fie Paster he Gomaey, New Voth, Cray, he Promos i> art vie 


Fectore: at Jenew tite, Wisconain ond Turents Coneda SS ee 


+ Nene eee, 
‘onibeeae o aurhee 


Hastings Mfg. Company, Hastings, Parker Pen Company used this advertisement in The Saturday Evening Post in 
Mich., is using this farm paper copy. celebration of the company's fiftieth anniversary. (Story on Page 18.) 


NETWORK AFFILIATES GATHER IN CHICAGO TO MAP CAMPAIGN 


Upper left, talking it over while awaiting the start are: Richard H. Mason, WPTF, Raleigh, N. C.; J. Leonard Reinsch, WHIO, 
Dayton; Carl M. Everson, WHKC, Columbus; C. T. Hagman, WTCN, Minneapolis- St. Paul, and Edward W. Hamlin, KSD, St. 
Louis. Upper right, another exchange of views by Hale Bondurant and J. O. Maland, WHO, Des Moines; Martin B. Campbell, 
WFAA, Dallas, and Herb Hollister, KANS, Wichita. Lower left, Arthur B. Church, KMBC, Kansas City, chats with Earl J. 
Glade, KSL, Salt Lake City. Lower center, L. B. Wilson, WCKY, Cincinnati, registers. Next, Donald Withycomb, WFIL, Phile- 
delphie, quizzes E. W. Craig, WSM, Nashville. Extreme right, Neville Miller, NAB president. (Story on Page |.) 
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August 22, 1938 


“SUPERB” 


New York Daily News 


“ELECTRIC” 


New York Times 


“GRATIFYING” 


New York Journal 


“VERY SWELL INDEED” 


New York Post 


“STIMULATING” 


New York World-Tele gram 


“DOWNRIGHT TERRIFIC” 


Hammond (Ind.) Times 


Smmeular 


At the invitation, and on the facilities 


ie 


“TOPS” 


Akron (Ohio) Press 


“CONSUMMATE” 


Memphis ( Tenn.) Press-Scimitar 


“VIVID” 


Stockton (Cal.) Record 


“NEW HIGH” 


Cleveland Plain Dealer 


“PERFECT” 


Springfield (Mass.) Union 


“SUPER-TALENTED” 


Knoxville ( Tenn.) Sentinel 


irst Person 


en | 


of CBS, Orson Welles and his Mercury 
Theater play tor the nation. And the 
reigning First Person of Broadway has 
scored an instantaneous Ait! \n the new 
CBS program called “First Person 
Singular” America has tound its newest 
radio tavorite. Kach week Orson Welles 
adapts, directs, and acts one of the great 
“first person” stories of literature. Old 


and new, trom “The Tale of Two Cities” 


COLUMBIA BROADCASTING 


to “The Thirty-Nine Steps’, these 


classics are taken out, brushed off, and 
broadcast in all their original excitement 


and newness. It’s great radio! 


But the Mercury Theater of the Air is only one of esght Columbia 
Network dramatic programs heard each week. The Columbia Playbill 
has the widest possible variety of dramatic fare, for, beside FirsT PERSON 
siNGULAR, on Mondays, trom g-10 p. m., it includes the experimental 


COLUMBIA worksHoP (Saturdays, 7:30-8 p. m.), the FOUR CORNERS 


rHFATER (Tuesdays, 8-8:30 p. m.), MEN AGAINST DEATH, an epic of 


science (Thursdays, 8-8:30 p. m.), AMERICANS AT work (Thursdays, 
10:30-11 p. m.), the BUFFALO PLAYERS of ‘‘stock’’ fame (Fridays, 
3-3:30 p. m.), and, more for the children, LeT’s PRETEND (Tuesdays 


and Thursdays, 5§:30-6 p. m.). Here is radio’s most active theater. 


SYSTEM 


World’s I Areest Radio N 
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